ln sel fservice competition, 

the package has te deo your sales 

yob w help quick! You can 

depend on Sutherland package families to do 

just that. Flashing design catches the eve, bright 
colors waken appetites, and favors are instantly iden. 


for pet selection. Its «o easy! and a related 


package design, feataring vour name, builds recognition 


for pyramiding sales throughout your entire line. Write 


for prices and full partis ulars. 


All Sutherland limerlees cartons made with 
APRN dv rutting are appreved lor on 


the four leading carten set-up machines. 


FOLDING, PARATFINED, AND Cantons LIQUID TIGHT CONTAINERS FOOD TRAYS . PAPER WARE 
BARERY PACRAGIS BOARDS AND TRAYS CARTONS PLATES PAILS HAND! HANDLE CUPS 
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ERRACE SUITE, CLARIDGE HOTEL 


Teste ter powrte!! tee the drewieg eof hee White Whee can be 


Whig Whirte Whigs meade i« veer ewe pleat — 
Yow bnew t Hower er ‘ange — yet pow bende 
om bart fer mare ome twe flavors livery 


See For Yourself The Proven Answer to 
INCREASED 


all and Winter Gallonage 


Through the Addition of Quality 


OFT CREAMS 
to Your Regular ice Cream Program 


Get increased fall and winter gallonage — build extra profits with 
Whirla Whip. You handle through your present plant, route and 
dealer equipment . . . just like ice cream. Whirla-Whip enables dealers 
to offer a wide selection of fine quality flavors not possible in other 
soft creams. 

Get the facts wow on this money-making year-round soft-cream pro- 
gram. Visit booth No. 1446 in the Dairy Industries Exposition at 
Atlant City of write for a demonstration in your own plant. 


WHIRLA. INC. 151) W.O.W. Building Omehe 2, Nebreske 


THE AMAZING 
WHIRLA.WHIP MACHINE 


Md. the oct of Meret 187°C vores voarty the © 82.50 


Sa 
‘ 
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SERVE YOURSELE 


M-9 
“Double Duty” 
It Sells and Stores 


SPECIFICATIONS 

inches 
30 inches 
of superstructure) 51% inches 


“Sl ato. the ws 28 


This taste 


holds your 
reputation... 


and ours! 


We're sure of ours . . . are you equally 


confident? We know that Virginia Dare, 
famous for flavor since 1835, produces the 
consistent quality flavors that America loves 
and comes back for. We know too, that if 
you feature Virginia Dare'’s ice cream 
flavors, your ice cream's reputation will 
stand up under the most critical appraisal 
.. « will sell well in the toughest markets. 
Now, with the entire industry's attention 
focused on the growing struggle for market 


domination, you should study carefully 
every element of success. That's why you 
owe it to yourself to visit the Virginia Dare 
booth ... learn more about Virginia Dare's 
quality ice cream flavors. We feel sure of 
our reputation ... we want to help you 
make sure of yours. And to build and main- 
tain a name for fine ice cream . . . we strong- 
ly suggest that you try Virginia Dare fla- 
vors . . . the extra appeal that pays off in 
that first bite, on which reputations are built! 


Representetives in Principal Cities 


VISIT VIRGINIA DARE AT 
Reoth #02. ( onvention Hall 
Rite tas 

Hote! west Virginia 
Gave coven 


EXTRACT CO.., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 
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PoopR Fergus lmiry Cooperative Pergus Falls, M ta 

2 re Ma Maret 
Lilimete Wirhita Kaneae Port (reamery (on Fort lows 
Menasha. W Foun Vatiew tes ream is Aurora. 
3 Afr a tirahar ice (ream & Heverag: firmmaha 
op ‘Peamery Moorhead, Minneseta ‘jreen Hay Creamery ‘ireen Bay. Wis wit | 
2 wri bie wt hes dv Farms os 

Mine Milk Co-op Marshall, Missourt Hovier Hak Mecanaba. Michigas 

" 
‘ land fmire Preducts New tCirleane lLovistana 

Tort bes Weat Lowa 

4 QWATONNA, MINNE 


Michigan City, tediena 
Michigan 
Hicthmond, Misecuri 
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i sexta itary Milk 
(rewmery 

deey ice (ream 
Litchfield Produce 
iit 


Melreme Minnesota 
Jttie Rock Fieh & to Littl Heck. Arkhaneae 
Farms. tne Kelamascoo, Michigan 
Lytton (oop Creamery Ase’ nh Lytten, iowa 
M ice (ream Saginaw Michigun 
Malehy « Mineral Welle Tesae 
Mandan (Creamery & Pred. Mandan, Noe lmkota 


Manning (‘reamery 
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Maplehuret 
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North 


ary Medford is 
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Menzel lowe Cream Hannibal, Misseurt 
Mens Sufe (Pia) Lad ’reteria,. South Africa 
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Morgan City Frogen Foods. In: Morgan City Loutsiana 
Murphy Neenah, W isconein 
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Marathon’s Famous Linerless Ice Cream Cartons... 


Gey US. Pet. Office 


Marathor oho o complete bre of pads ond 
ether specielty <e cream pecteges backed by over 


15 veors of 


See you’ Maoarothon 
for of erite 


Meorathon Corporothorn, Menoshe, W acomam. 


Pretective Sachaging Per 
Foods 


hy 
i 
4 
Pint and art Linerless Cartons and Overwraps space- 
2 
‘ 


The FIRST completely transparent protective cheese wrappers and the BEST 
designed to furnish the best posible protection for cach type of cheese! 


cach 
For Natura! Cheese 


\ laminated wrapper, Parakote is specifically constructed so that 
natural cheese can be eged in the wrapper, proctucing a rindi¢ss: natural cheese 


Parakote 
may be used for packaging raw curd or aged cuts, in emeall retail units or large bulk units, 
Ideal for hand or automatic packaging, Parakote wrappers add brand identification and 
sales appeal to natural cheese! 


For Process Cheese 
process cheese 


Transparent Parakote wrappers and pouches protect and show your 
imstantls 


. provide eye-catching brand identification! Parakote heat-scals 
. prevents mold, discoloratron and shrinkage 


For Cream Cheese and Specialty Parakote coatings on foil or film provide 
protection for cream cheese 


Adaptable tt in cold x thawte 


For specialty cheeses 
Parakote laminated to sparkling foil provides a fast-selling, dewd/y protective wrapper! 


Merothon olto mokes o complete line of 
poraffined cartons for cheese Morothon cheese pochoging 4 bocked 
by over 35 years of cheese pockoging experienje See your 
Morathon solewmoan for detods, of write 


Meorothon Corporation, Menoshe, Wisconsin. 


Proleckive Packaging Por 
Finest Foods 
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The best way to prove it is by actually examin- 
ing some samples yourself’ Well have them 
on your desk in short order — plus any infor- 


mation you request from our helpful Advisory 
Service. Write today to Kensington, Conn. or 
4711 Foster Chicago Ill 


THE AMERICAN PAPER GOODS 


CONNECTICUT CHICAGO KLINDTS 


Now! Kelvinator Presents 


MERCHANDISING CABINE 


@ Merchandising Cabinet! 


Make it your entrance to food store 
or self-service market business! Here's 
Kelvinator top-quality in every inch, 
Beautiful, Hhuminated superstructure 
that wins immediate attention and 
sales! More than 12 cu. ft. capacity... 
maximum storage space in minimum 
floor area! Three refrigerated dividers 
assure equal distribution of correct 
low temperature—serve also as prod- 
uct divisions—keep cabinet contents 
orderly. You can be sure of low oper- 
ating costs with superior Kelvinator 
features. And the first cost is low! 


NEW! 17 Cu. Ft. ice Cream 
@ Cabinet! 


Here's more proof there's a Kelvin- 
ator for your every need! See this new 
addition to Kelvinator’s standard line 
holds 55 gallons; 766 pinta! (See 
these Kelvinators, too: 2.63 eu. ft., 
5.36 euft.: 6.24 eu. 8.97 eu. 
12.57 eu. ft.; 20.41 em. ft.) 


For maximum storage in minimum floor space... for — builder of low-temperature cabinets for the ice cream 


features that mean longer life, more economy, speed- 
ier handling of your product at the point of sale, you 
just can't beat a Kelvinator! Best of all, you get 
dependability-plus from the pioneer designer and 
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industry. 

For full information, see vour Kelvinator represent- 
ative, or write to the lee Cream Cabinet Division, 
Nash-Kelvinator Corporation, Detroit 32, Michigan. 
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A LUXURY LINE OF ICE CREAM 
BARS AT POPULAR PRICES 


ROTO-KOTER enables every large or small ice cream manufacturer to 
produce a large and colorful variety of ice Cream Bors—thereby increas- 
ing his gallonage—boosting his all-year around ice cream sales. 


ROTO-KOTER—by applying dry coatings automatically—enables the 
manufacturer to produce a de luxe line of ice-cream-on-a-stick confec- 
tions at lower cost and greater profit. 


ROTO-KOTER dry coated confections are fully and uniformly covered. 
ice Cream Bors automatically covered look larger—better buy for 
the money. 


ROTO-KOTER enables the ice cream manufacturer to create all-year 
around sales by utilizing the great voriety of Wood and Selick Dry 
Coatings. 


WOOD AND SELICK DRY COATINGS 


Sweetened White Coconut + Sweetened Toasted Coconut + Colored Coconut— 
Green, Yellow, Red Special Krunch Topping Genuine Nut Topping Mulli- 
i * Single Color Flavored Sprinkles + Chocolate Sprinkles. 


for details 
on Roto-Koter 
and Dry Coatings 
write... 


Y. 
WO » NEW YORK, 
36 HUDSON STREET 


new 


The ROTO-KOTER will be displayed in operation at the Dairy Industries Exposition. Visit Booth 1612. 
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ATLANTIC CITY, NEV 


OCTOBER 16-21 


4 

: 
CF REAM FULD 
‘ 


MOENCH 


* MIXACOID 
* RG10 
* ATMOS 
* POLYCOID “B” 
* ARGIE-JEL 
* SHERACO 
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HOW 


TO 


FIND BOOTH 


1267 


anilla Laboratories, Inc. 


i 
LOWER 
| VEL MOST OF US go to a convention to 
get more information about something 
sean in which we ore particularly interested. 
If you are interested in Vanilla, 
come to our Booth No. 1267 on the 
Lower Level, almost under Stage 3. 
We will be on hand to answer any 
question you want to ask regarding 
the different Vanillas and their 
various uses, or about Vanilla making. 
On the other hand, there will be plenty 
: : 3 of comfortable chairs where you can 
rest and just visit without a word 
: ; § about Vanilla. Booth No. 1267 is simply 
headquarters for Vanilla information 
% and our specialists want to be of service 
| to each and every Vanilla user. 
OCEAN SIDE | | 


PURES 
BLENDS 


| CONCENTRATES 
Rechester, N.Y. | POWDERS 
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Your widest choice! Your best choice! 


Line 


—13 models 

4 types mo ice Cream Cabinets (Self-Contained) Beawrful styling by 
Raymond Loewy, combined with « hoet of great Prigidaire 

to C oose om features, has helped these outstanding cabinets get preferred 


in store after store. Suangle-row 3. and 4-hele models 


Whatever your need, vou're sure to ere louble-row 4, 6. 8, 10-hole models 

exactly the right cabinets from the hig 

Frigidaire line —most complete in the in- Ice Cream Thess ver 
dustry. And you're equally sure that any mons of the lamous Frigidaire L.abinet give you eves greater 
capacity per square foot of floor space. Single-row, 4hole 
Frigidaire Cabinet you choose will give you Double 

the most in sales—cost you the least for Sy oe motets 

years of service, Brilliantly styled, raggedly ere Self-Servers Proved selling power plus proved abulity 
built, and powered by the exclusive Meter- 


te keep every package at just-right firmness have made Zero 
Self.Servers the chore of leading ice cream manufacturers 
the nation ower. 5.3, 8.2. 11.2 eubee foot models 


Miser ~these are America’s No. | Ice 
Cream Cabinets! 

For full details, call the Frigidaire Distrib- 
utor or Factory Branch that serves you. Or Roll -A-View Top Zero Self. Server A spacious cabinet with 
write Frigidaire Division of General Motors, rolling glass top, this model im ideal for keeping low-volume 
Dayton 1, O. In Canada, Leaside 12, Unt. outlets heavily stocked. Without optional superstructure, 

its perfect for wland postions. 11.2 cu, ft. 


You can't matcha wee 


FRIGIDAIRE 


fer Sede fountains, Free Hardening Rooms q 
end Trucks + Beverage Coolers + Milk Weter Coolers Z 4 
‘ Air Conditioners + ice Makers + Displey Cases + Zero Self-Servers — 
Cooling Units + Compressors ar 
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the ATTRACTION 
at the DAIRY SHOW 


October 16-21, 1950 


We hope you're planning to attend the Dairy Industries that Bastian-Blessing has built into its 1951 models. 
Exposition at Atlantic City (October 16-21)... so please Have a treat on us at the fountain all America is talking 
accept this invitation to sop first at Bastian-Blessing’s about. You ll carry away an entirely new concept of 
huge Booth No. 400, pust to the left of che main entrance, what a truly modern soda fountain can do to attract 
where you will see the most beautiful and complete soda customers tf encourage new operating efhcrencies 
fountain equipment ever presenred. and to build profits for its owners. 


Watch the revolutionary Bastian-Blessing Twin-Serv It you can't go to Atlantuc City, get in touch with our 
sada fountain in action, See the scores of new features distributor or write us for a new catalog. 


4215 W Petersen Ave . Chicoge 30, Ii! 


Qvalified Soles and Service Outlets in all Principal Cites 
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MEET THE EQUIPMENT 


OUR COMPETITION 


INDUS TRIES 


EXPOSITION 


@ You Are Cordially invited to See 
ATLANTIC CITY, N. J. 
Machinery ond Supplies 

for the Dairy Products Industry 
Ever Assembled in CP History 


THE 
General end Export Offices: 1243 W. Washington Bivd., Chicago 7, Mineis 


Aftamte + Bester Chorage Deities Denver + Mewston > Lenses City Me + lee Angater- 

CREAMERY PACKAGE MFG. CO. OF CANADA, LTD. THE CREAMERY PACKAGE MFG. COMPANY, LTD. 
267 King West Terente 2, Ontario Lendon, Engiend 


Ice October 1950 
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) Why pass up the 
profits on 
distributing 


The Consumer Demand tor Eskimo Pre is 
a live and growing force practically everywhere in the US$ 


Backed by hard, steady promotion and unique 


quality<ontrol, this force needs only to be 


tapped to produce a steady flow of profits wherever yow are. Making this 
World-Famous Product available to yowr dealers will be 


profitable both co you and to rhem Eskime Pie Corporation, 
Bloomfield Bank and Trust Building, Bloomfield, N. J. 


OME IN AND SEE US 
AT BOOTH 158, ATLANTIC CITY 


October 19S 
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H. Kohnstamm’s exclusive new process of extraction 
brings you a pure, more concentrated, better flavor vanilla 
that means finer taste for your ice cream— lower flavoring 
cost per mix! 


Your customers and their customers will appreciate this 
true full-bodied vanilla. And because of the extra strength 
of Vanilla 1162, every ounce of this new extract goes 
much further— proved by actual plant tests! Ice cream 
flavored with Vanilla 1162 wins in every comparison 
taste! That's why we're particularly anxious for you to 
try it in your plant...at our expense! 


CO. Enc. 


VANILLA DIVISION 
89 PARK PLACE, NEW YORK 7 11.13 E. ILLINOIS ST, CHICAGO 11 
4735 DISTRICT BLVD. LOS ANGELES 11 


ATLANTA + BALTIMORE BOSTON + CINCINNAT! « CLEVELAND DALLAS + DETROIT 
HOUSTON INDIANAPOLIS KANSAS CITY, MO. MINNEAPOLIS - NEW O8LEANS 
OMAMA + PHILADELPHIA + PITTSBURGH + ST. LOUIS SAN FRANCISCO 


Ice Cream October 1950 


To take advantage of this Free Test 
offer, fll out and mail this coupon 
now to the branch nearest you. 


VANILLA DIVISION 
KOHNSTAMM AND CO. INC. DEPT. F-4 
Send ws test quantity of Vanilla 1162—26 oa. 
Prime Bourbon Bean 
| Portify of Vanillin per gallon () 
name 
(ompant 
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PROOUCERS OF CERTIFIED COLORS 

> 


The BIG Name in 


Ice Cream Specialties 


for 
Fine Ice Creams 


and Sherbets 


Your ice creams ond sherbets made with JHS CREAM- 
PAK products, will have that extra touch of flavor 
richness and quality that poys off in added sales ond 
customer enthusiasm. 

Cream-Pak is the BIG name in ice cream specialties. 
Every item in our complete line is made from carefully 
selected ingredients and backed by our 70 yeors ex- 
perience and reputation for quality. 

Eye-catching, colorful, soles producing point of sale 
moterial and truck banners furnished to CREAM-PAK 
customers. 


Send for price list describing our com- 
plete line of CREAM-PAK products. 


HUNGERFORD SMITH CO. 


ROCHESTER 9, N. Y. 


48 Dey Street, New York 7,.N.Y. © 427 W. Erie St., Chicago 10, il. 
4721 E. 48th St, Los Angeles 58, Calif. 
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1 Nelson Line 


fee cream merchondising equipment will convincingly 
demonstrate why Nelson has held acknowledged _ 
leadership for 53 years — in styling, in engineering, 
in craftamanship, in honest construction and : 
dependable, economical performance. | 
Come end compare! 3 


Convention Hall 
BOOTH 207 


DISA CONVENTION 


HEADQUARTERS 


SON MANUFACTURING CO. 
4016 N. UNION BLVD. ¢ ST. LOUIS 15, MO. 


See 
2 
cE AM Freip, Oct 5 


Awaiting you' At the D.LS.A. Convention, Waker Baker 
Chocolate Consultants will be gathered at the Walter Baker 
Baath Booth No. 108 to greet you and discuss your problems. 


WALTER BAKER CHOCOLATE CONSULTANTS 


Remember this: Because the success of his business 
depemis upon the success of pours, you can always be sure 
that a Walter Baker consultant will help you select the nght 
chooolate quer, meceat or kokolate 

There's a Walter Baker product for every chocolate we- 
cream, milk of me<ream bar need. And each is specially 


blended and processed to meet the particular requirements 
of the 


Pius — Broker Representatives in These Cities 
Atlante Kano: City (Mo) Oblahome City 
Chartotte Little Roce Omahe 
Chettonooga Pittsburgh 
Deltas Portiand (Ore |} 
Derwe: Mile aubee Selt Lake City 
Detr ost Minreapolr Sean Antome 
New Orleans Seattle 
Jack lle Norfots Tampa 


The First Name in Chocolate ...The Finest Name in Service 


WALTER BAKER 


Division of General Foods Corporation, Dorchester 24, Mass. 
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Yes, “Vogt Frozen” is the standard by which all other ice cream is 
Men who know... judged. Cherry-Burrell Vogt Continuous Freezers are built for those 
who know the dollars and cents value of producing a quality. creamy 
smooth product of greater customer appeal. They also know that 


Vogt Freezers answer increased production costs with greater produc: 
[ 7 f] hon per machine — greater production per foot of floor space — greater 
production per man-hour. 


All of these are features of Vogt Freesers whose advanced design 
bring you flexible operation in type and variety of trozen desserts... 
accurate overrun control .. . advanced sanitation .. . easy clean-up 
... quick flavor changeover and dependable operation. 


Pian now--order now. Sell “Vogt Frozen” ice cream-—the ice cream 
with the smooth texture, firm body and uniform weight that holds .— 


- 


Get complete information 

on the Vogt best suited for your 
operations. See your Cherry Burrell 
representative or send this coupon today! 
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Cherry berret! Corporation 
Chicage 6 
| Seed bwlletie en Vegte of 
eve -@ 


CHERRY-BURRELL CORPORATION 


General Sales and Frecutive Office 


427 West Randolph Street, Chicago 6, illinois 
Milk and Food Plant Equipment ond Supplier 
FACTORIES, WAREHOUSES SRANCHES OFFICES. 
OMSTRISUTORS AT YOUR SERVICE Se CITIES 


Lend maker ama great ndudlig 
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Butter Brickle 


CANDY ICE CREAM FLAVORING 
GREAT GALLONAGE and PROFIT BUILDER 


AL. TRIAL RUN a4 fair trial—not just as month's 
MASS cal, but as «a veer ‘rownd standard 


AT OUR RISK! flavor. Our files are full of Ice Cream 


manufacturers letters that say so—like 
thase above! 


As three leading Ice Cream manutfac- , 
turers tell you, BUTTER BRICKLE* = 50 confident are we that you, too, 
Candy Ice Cream Flavoring is no Wil find BUTTER BRICKLE® Candy 


"Flash-in-the-pan”—no “in-and-outer”™ 
——it's right up there with the three big 
flavor leaders month alter month, year 
alter year! That's the story wherever 
BUTTER BRICKLE® has been given 


lee Cream Flavoring a big volume 
builder and all-year, thandard flavor 
money maker that we invite you to 
make a Migallon Ice Cream tes run 
a our risk, Simply fill and mail the 


coupon below for a 10-pound trial can 
of BUTTER BRICKLE*® Candy ke 
Cream Flavoring. Make a 4%0-gallon 
trial run——enough to test acceptance 
in your market. If not entirely assured 
that this flavor can become a profit 
builder for you, write us to that effect 
and the $5.40 you have paid for 
BUTTER BRICKLE® will be quickly 
and cheerfully refunded. Fill and mail 
the coupon NOW! 


“MADE BY ICE CREAM MAKERS 
FOR ICE CREAM MAKERS” 
*BUTTER BRICKLE is the exclusive Trade Mark of Fenn Bros, inc. 


| FEMM BROS. INC. Siews Fells, South 
Piease ship one 10 can of PENNS BUTTER 
Candy Cream on money back g<verantes Price She 
per powed, Stews 5.0 


Tithe 


MOTE. 7? coms of SUTTER BRICELE sell fer per 
pound, §O 8 Sitwe On orders for 4 cons (106 tes.) of 
more, freight will be prepaid te any point in the 


MONEY BACK 
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say it's the eusiest line to sell, be- 
cause there's nothing like Foremost 
equipment for quality at a price. 
And why has Foremost gone over 
big? piece of equipment in- 
corporates advanced design that 
insures durable beauty, maximum 
sanitation, and top efficiency. Look 
at the users below . . . leaders who 
insist on using only the best! 


Over 35 different models of foun- 
tain equipment. Also a 

line of the narrower open kitchen 
fountain equipment for motels, sand- 
wich bars, coffee counters, etc. 


See for yourself! Ask your dealer 
for literature or write direct. 


Among the Installations 


Rexall Drug Agencies 
Standard Oil Co. + University of Rochester 
Schraffts - Huylers + Howard Johnson 
Billings Hospital, University of Chicago, Ill. 
Lewis Memorial Hospital, Chicago, Ill. 
State Teachers College, Salisbury Md. 
U. S. Navy Ships’ Stores 
Sears, Roebuck & Co. 
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NEW PROFIT MAKERS FOR YO 
COME! SEE OUR REDI CUT ICE CREAM CAKE > 
A 


COME! SEE OUR HAVANANA SPLIT ON A S 
etmonds @ 


COME! SEE OUR CHERRY HOLIDAY ICE 


heme ved chert: 


BE SURE TO VISIT US AT THE 
ATLANTIC CITY EXPOSITION 
BOOTH 1527 
or at our 


HEADQUARTERS—AMBASSADOR 


1} AND NUT SPECIALTIES © PURE VANILLA EXTRACTS 
VANILLA CONCENTRATES DOUBLE DUTY CHOCOLATE 

BUTTERSCOTCH BASE © CREAMOLINE STABILIZERS 

ALPHA MAPLE X CONCENTRATE 

PURE COFFEE CONCENTRATE 
ond 
A Complete Line of Flevering 
Extrocts 
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MORE SALES—with 4-Way 
Better “Bite-Appeal” HERE! 


The whole ice cream industry is finding the perfect 
answer to the “quality vs. cost"’ problem! Here for 
the first time is a sensational product that gives you 
richer, creamier ice cream with a smoother, firmer 
body. It improves texture and magnifies natural 
flavor... YET IT REPLACES HIGH PRICED SUGARS IN YOUR 
FORMULAS! Enzyme-conversion has made Sweetose 
twice as sweet, three times as fluid, as ordinary corn 
syrup. It’s water-white, crystal-clear, odorless, has 
no flavor other than sweetness. Stores better, handles 
easier! Don't wait to get the details and information 
about Sweetose' 


A. STALEY MFG. CO., Decetur, 
in Conede: 4. Doig, 6676 Sherbrecke W., Mentrect, Quebec 
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ACT NOW FOR BETTER 
ICE CREAM AT LOWER COST! 


Rept. 108-16, 111. 

Gentlemen: 

'Please rush me all data snd information 
improves cream quality at 


33 
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keystone 


to future 
sales... 


Lhe the keysfone thar 
supports the massive arch 


the stabilizer you choose is 


small port of the whole, yet pioys o 


tremendously important role. For the future 


soles Of your ‘ce cream depend, greol meas 


vre on your performance 


rou fentiy rely on SPA®* gelat 
pendably exer! influence your ce cream s 
teary ‘ree ngred ents smoothy and y ‘ ly blen led ane! 


the fours! ng of the IVOrs YOU 


teary twied fo he needs, processes Gnd prob of ce cream 
becavee 4 0 few and vostly superor eianne, perfected 
ocess to perform but one funchon 


ce cream. Yer 
SPA* is less 


gy epored 'O meet ihe ipe 


fe 
Wy 


WV rite foe nformonron 


B. YOUNG & COMPANY of AMERICA itd. 


70 EXCHANGE PLACE NEW YORK 5S NY 


Famous as moters of fre English gelotines since 1818 
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OADCO SIGNS 
SELL for YO 
in 1951! 


ILLUMINATED 
FLAVOR BOARD 


THE ADVERTISING DISPLAY CO. 


America’s Largest Producers of Indeor-type, Point-of-Sale Signs. 
538.124 WEST PEARL STREET CINCINNATI 2, OF400 
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MILK SENSATION! - 


The Answer te Your Problem 
of Supplying “Soft” Confections 


W ide-awake ice cream manufacturers know soft ice 
milk and similar custard confections are bere to stay! 
Sof-Tee Machine now reduces hard ice milk in less 
than 10 seconds to a smooth, whipped semi-hard 
product. Fresh strawberries, bananas, corn flakes, 
candy chips, or any flavor desired added to the ice 
milk makes a new TASTE THRILL never 

before experienced. 


Sof-Tee Triples Dealer Volume 
Skyrockets Your Gallonage 


Dealers everywhere are inquiring about Sof-Tee 

It's a cinch to increase gallonage with present accounts 
and get new ones too, when you show them Sof-Tee. 
No franchise, no royalties, no tie-ups on mix 
ingredients... you handle Sof-Tee Machines on a 
regular distributor basis with a fair profit markup. 
Sells to retailer for $159.50 plus excise tax, f.0.b. 

Los Angeles. Write today for literature and 

further information, 


SOF-TEE CREATES OVERRUN 


Meke the overran 
com’ Pot 4 oe of we cold 
msth im chilted 
teomer Whip 
hele shoes 
mek Remove Cee 
ter tern ugeede down 
Milk hes ewelled to ower 4 
hese 
ehipped comsimtency aad 
ew peer 


Wilshire Blvd. e Los Angeles 48, California 
Phone: WEbster 1-1091 
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Better Coloring 
with 


BETTER 
COLORS 


TRADE MARK 


BRAND OF 


CERTIFIED FOOD COLORS 


£ Your finished product deserves the finest. Secure maximum sales and eye 
e appeal by using Sterwin's Parakeet Certified Food Colors 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 
cal Co., leaders in the color field for 25 years. Their experience and know- 
: how quarantee the production of top quality certified food colors 


WRITE TODAY fer new 
giving information on Sterwins 
complete line of Feed Colors 


SUBSIDIARY OF STERLING DRUG INC 


14560 BROADWAY, NEW YORK 18, 


445 Leake Shere Drive, Chicago 11, Tl. 
FACTORY CINCISNATI. OTD 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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OCTOBER MEANS many things to many people. 
It’s the time to extricate the winter coat from the moth 
balls, or vice-versa; it's World Series time but not too 
early for the first forward passes and runs around end; 
it's two months to Christmas and time to get that gift 
list ready 


BUT TO YOU AND ME, October means one thing: 
it's Convention Time. Wherever we are, in Portland, 
Maine or in Palm Beach, Florida; in Baltimore or 
in Brooklyn; it’s time to get together. 


FOR THERE IS, as the saying goes, no business like 
Show business. Where else can you learn more about 
the processing, handling and distribution of your 
product; where else will you find displayed the mer- 
chandising ideas of today and tomorrow — where else 
but at the 1950 Dairy Industries Exposition in Con- 
vention Hall where more than 350 exhibitors will 
present from October 16 to 21 thousands and thou- 
sands of their latest products? 


YOU'LL WANT TO visit, also, the conventions of 
the Milk Industry Foundation, beginning October 16, 
and the International Association of Ice Cream Manu- 
facturers, beginning October 18. And don’t forget 
the annual meeting of the National Ice Cream Mix 
Association, October 19. You'll find details about 
these conclaves as well as the DISA Exposition on 
subsequent pages of this issue. 


: 


~ 
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SERVATIVE estumates indicate that at least 20,000 people will attend the 

1950 Dairy Industries Exposition, to be held in Atlantic City, New Jersey, 
from October 16 to 21. Great throngs of dairy personnel are expected to be 
lured to the seaboard community by the prospect of the year's largest industrial show 
in any held, during which the products of 350 member companies wil! be on display. 
Further incentive to attend will be afforded by the concurrent meetings of the Inter- 
national Association of Ice Cream Manufacturers and the Milk Industry Founda. 


K. L. Wallace, of Toronto, Canada, President of the Dairy Industries Supply 
Association, in a special pre-Exposition statement, promised that visitors to Conven- 
tion Hall — scene of the exhibition — will find displayed “new ideas in the mer- 
chandising, the handling, the delivery and the processing of your products, which 
should be helpful in speeding up production and in eliminating waste labor.” 


Discussing the relationship of the 1950 Show to the world’s economic picture, 
Mr. Wallace pointed out that “on the eve of our greatest Dairy Industries Exposi- 
tion, the Western World is facing a challenge that will require from all who believe 
in our principles of Government and in the future of our industrial progress, all the 
energy and sound thinking of which we are capable. 


Requires 20,000 Man Hours 


“We who are connected with one branch or another of the great dairy industry 
must be prepared to do our part,” Mr. Wallace declared. 


It will take between 350 and 400 workers a total of some 20,000 man hours to 
install and remove the seven acres of exhibits. Helping them get booths in place, 
make some 900 electrical connections, 75 gas, water and drain connections, handle 
crate storage and perform the thousand and one jobs which transform the empty 
auditorium into the world’s largest industrial exhibit will be motorized equipment 
and the latest tools. Racing up and down the 488 feet which comprise the length 
of the two floors or across their width of 288 feet will be 17 gas, electric-gas or all. 
electric trucks with 24 trailers. Much “small stuff” will move by hand trucks, too. 


As a proper background for the color and brightness of the Show, two-and-a- 
half miles of specially dyed and flameproofed material will be hung from the ceiling 
or draped over the walls and columns in the huge hall. In addition, for trimming 
various booths, eleven-and-a-half miles of velours, sateens, duvetynes, and other 
special fabrics will be used to make the individual booths attractive. Add to this 
the fabrics brought in by exhibitors themselves, and the total is closer to twenty 
miles. To install these materials will take ten decorators and twelve displaymen 
some 1200 man hours and countless trips on movable platforms and stepladders. 


Monumental Efforts 


These monumertal labors are being expended in a jount effort to make the 17th 
Dairy Industries Exposition the most inspiring presentation of its kind in the history 
of the vast industry. The educational value of the exhibition will be immeasurable, 
according to industry leaders. Only the 18th Dairy Industries Exposition, scheduled 
for Chicago in 1952, is expected to be as inclusive and impressive. 


Admission requirements for the 1950 conclave have been outlined by DISA 
officials. Free entrance is extended to dairy processors; dairy educators, public 
dairy officials, non-commercial dairy technologists and sanitanans; paid-up members 
outside the United States and Canada of Dairy Industries Society, International: 
direct employees of exhibiting companies; and to dairy industrial supply and equip- 
ment jobbers and their direct employees. 

Uniformly-varying admission charges are made for representatives of non- 
exhibiting supply or equipment firms. Those uncertain as to their eligibility for 


admission are invited to write directly to the Dairy Industries Expostion, Conven- 
tion Hall, Aclantic City, New Jersey. 
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N the midst of what looms as the biggest week in the history of the dairy indus- 

try, the International Association of Ice Cream Manufacturers will hold its 

46th annual convention in Atlantic City’s Hotel Traymore, from October 18 
to 20, 

Members of both the International Associanon and the Milk Industry Founda- 
tion will convene at 9:30 A.M. on Wednesday, October 18, for a Joiner General 
Session, at which tume T. Kline Hamilton, President of the Foundation, will present 
an address of welcome. G. Stanley McKenzie, President of the International, wil! 
acknowledge Mr. Hamilton's remarks. 

This session will continue with talks by Dr. A. C. Dahlberg of Cornell Univer 
sity on “Sanitary Milk and Ice Cream Legislanon in the United States”; and Miss 
Emily Bennett, Director of the Central Dairy Council, Louisville, Kentucky, on 
“Newer Forms of Education.” A symposium on “Human Relations in Industry” 
will conclude the First General Session. Talks on “Labor Leaders and Society” and 


“Communications in Labor Management” will be featured. 
Wednesday Afternoon 


Meetings of the Production and Laboratory Council and of the Controllers’ 
Counc! will be held simultaneously at 1:30 P.M. on Wednesday. The former 
session will hear talks on “What us New at the Dairy Industries Exposition,” “The 
Proposed Federal Ice Cream Standards,” “Short Time High Temperature Pas- 
teurization,” and “Ice Cream is Nutritious ” Speakers will include Cecil R. Preston, 
Richmond Dairy Company, Richmond, Virgima; Ridgway Kennedy, Jr. Abbotts 
Dairies, Philadelphia; Attorney Charles M. Fistere; Dr. P. H. Tracy of the Univer- 
sity of linots; and Dr. Pearl Swanson of lowa State College. 

The first meeting of accounting men will hear John E. Shipley of Abborrs 
Dairies (“Know Your Costs”); Mare Leclere of Granby, Canada (“We Use the 
[AICM System”); Russell S. Hunsberger, Philadelphia accountant ("The Ae- 
countant as an Office Executive’); and O’Neal M. Johnson of the IAICM (“Dis 
tributing Overhead Costs to Products”). 

After a showing of a new industrial motion picture, “For All the Ages,” Mr. 
McKenzie will make the President's Address to launch the Second General Session, 
Thursday at 9:30 A.M. This will be followed by talks by Robert C. Hibben, the 
International's Executive Secretary; I. N. Hagan, Treasurer of the group; Owen 
Richards of the American Dairy Association: Fred Sorrow, Publisher, Arlanta, 
Georgia; and Frank Lovejoy of the Socony-Vacuum Oil Company, New York 
City. 


A Merchandising Session will be held Thursday afternoon, beginning at 1:30 


PROGRAM 


OCTOBER 1960 


9.00 Re gatration 
9:30 AM. First General Sessor 
1:30 PLM. Production and leboretery Council 
1:30 PLM. Certrolies Council 
OCTOSER 1960 
9:00 A.M Regutretion 
9:30 AM Second Gerere!l Session 
1:30 PM Production and Leboretory Council 
1.30 PM. Centrofiers Council 
1:30 P.M Merchendang Session 
2:30 Author and Authorem Afternoon 
730 Pm Annual Banquet 
OCTOSER 20 19606 
900 AM Regutration 
930 AM Merchanduing Sesion 
930 AM Production end Leboretory Council 
930 AM Certrolies Council 
1:30 PM 


Third Generel Sevsion 
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P.M. At the same time, another meeting of both the Production and Laboratory 
and Controllers’ Councils will be held. 

With R. G. Peat of Silverwood Dairies, Led., Ontario, Canada, as Moderator, 
the merchandising meeting will hear discussions of such topics as “Who Sells 
Who?,” “Merchandising Ice Cream Through the Grocery Store and Super Mar- 
kets,” and “Acceptance of the Half-Gallon Package.” The Production and Labora. 
tory Council will take up such topics as “Time and Motion Analysis of Cleaning 
of Dairy Equipment,” Preparing Cream for Frozen Storage,” “Plant Sanitation,” 
and “Production and Quality Control.” The Controllers’ Council will discuss “The 
Manual Adaptation of Mechanized Accounting Methods,” “Standards of Pertorm- 
ance As a Means of Control,” “Distributing Delivery Costs to Produets,” “Returned 
Goods and Allowances in Cost and Route Accounting,” and “A Review of Methods 
for Recording Customers’ Gallonage.” Appointment of a nominating committee 
will also take place at this session 

Another Merchandising Session, which, like its predecessor is under the auspices 
of the Ice Cream Merchandising Institute, Inc., will be conducted Friday at 9: 30 
A.M. Speakers will include Glen L. Weld, Bridgeman-Russell Company, Duluth, 
Minnesota; H. R. Moorman, Fairmont Foods Company, Omaha, Nebraska; H. R. 
Scheid, Fenn Bros., Inc., Sioux Falls, South Dakota; and V. F. Hovey, |r. General 
lee Cream Corporation, Schenectady, New York. 

Simultaneously, the final conclawes of the Production and Laboratory and Con- 
trollers’ Councils will be held Friday morning. Various phases of ice cream plant 
operation, including modern packaging machinery and methods will be discussed at 
the former session; while the accounting group will hear a summary by Mr. Johnson, 
the report of the nominating committee, and will then elect ofhcers. 

The Third (and final) General Session will wind up the Internationa! Asso- 
ciation’s 1990 convention. It will be held Friday, October 20 at 1:30 P.M. O. D. 
Dillingham, Banner Dairies, Abilene, Texas, will present the Nominating Commit. 
tee Report; and &. D. Mitchell, Bilemore Dairy Farms, Bilemore, North Carolina, 
will offer the Resolutions Committee Report 

These reports will be followed by an original skit entitled “The Autopsy.” A. J. 
Claxton, Meadow Gold Dairies, Pittsburgh, Pennsylvania, will serve as commenta- 
tor tor this phase of the program. The final event on the program will be a talk by 
Arthur H. (“Red”) Motley, President of Parade Publicanons, New York City. 

Other highlights of the three-day conclave will be the President's Dinner, the 
Annual Banquet, an “Author and Authoress Afternoon” (a special event for the 
ladies), and, of course, the concurrent 17th Dairy Industnes Exposition, which has 
set ame October 17 as otheial “Ice Cream Day.” Special ceremonies observing the 
occasion will be held on the balcony at Convention Hall at 10 A. M., Tuesday. 


44 


ROBERT C. HIBBEN 


GEORGE HENNERICH 


ROBERT NORTH 


lee October 195 


i 
. 

4 
t 
5 


FALLING 


ON ICE CREAM SALES- 


We put you in the Ice Cream Pie business 
with this complete pockage — 


Complete instructions on how te make 
ples the low-cost, easy wey. 


pie plates. 


Eye-attractive colorful boxes. 


All you heave to do is make the pies, then 
wetch your customers’ frozen 
books moke like June in Jenvory. 
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OW to sell more ice cream and thereby acquire more capital ws the theme of 
the 17th annual convention of the National Association of Retail Ice Cream 
Manutacturers, to be held in the nation’s capital from October 10 to 12. The 
meetings will take place im the Hotel Mayflower, one of Washington's finest horels. 


The Third Annual Ice Cream Breakfast will launch the 1950 conclave. It will 
be held Tuesday, October 10 at 9:30 A.M. Aon entertainment and educational 
program is scheduled. Speakers will include Howard B. Grant, Publisher of Ice 
Canam Fieto and origimator of the Ice-Cream-tor-Breakfast movement; Dr. R. E. 
Hodgson, Bureau of Dairy Industry; Dr. Harold S. Fitz, Chairman of the Ameri- 
can Youth Improvement Association; and James H. Morrisson, Louisiana Congress- 
man. Edward F McCormack, of the S. H. Mahoney Extract Company, Chicago, 


will serve as master of ceremomies. 
Dr. Webb on “Skim Milk” 


First meetings of the Merchandising and Production sections will take place 
Tuesday at 2:00 P.M. At the former session, talks on “What Are We Going to 
Sell” and “Advertising” will be heard. Walter Dotterweich, Franklin Ice Cream 
Company, Cleveland, is Chairman of the merchandising phase of the program. 


The Production meeting will hear a talk by Dr. B. H. Webb, United States 
Department of Agriculture, on “Preparation and Storage of Skim Milk tor Use in 
lee Cream.” Then, judges of the Ice Cream Clinic, scheduled tor 4 P.M. thar 
afternoon, will discuss some of the we cream samples submitted to the Clinic. They 
are Dr. C. D. Dahle, Pennsylvania State College and Technical Editor of Ice 
Ceram Freto; Dr. D. |. Hankinson of the University of Massachusetts; and Dr. 
W. S. Arbuckle of the University of Maryland. 


From 3 to 5:00 P.M. on Tuesday, a social gathering tor the ladies will be held. 
Mrs. Charles A. Brannan, wite of the Secretary of Agriculture, will address the 
ladies on “The Public Buildings of Washington.” 


Store and Service 


At the second Merchandising Session, Wednesday at 9:00 A.M., leaders of the 
retail we cream business will discuss “The Store” and “The Service.” Sumultane 
ously, the Production section, chairmanned by Glenn T. Hoffman, High's Dairy 
Products Company, Washington, D. C., will hear talks on “Factors Affecting Con. 


PROGRAM 


OCTOBER 10 1960 
Third Anewal lee Cream Breakfast 
First Merchandising Session 
First Production Session 
Ladies Social! 
lce Cream Clinic 


OCTOSER ti 1960 


Second Merchandising 
Second Production Session 
Fellowship Luncheor 

Third Merchandising Session 
Third Production Session 


OCTOSER 12. 1960 


Fourth Merchendiang Session 
Fourth Production Session 

Fifth Merchandising Session 
Fitth Production Session 

Anowel Banquet and Fur Night 
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STICK CONFECTION PROGRAM OF 1951 


*% AMERICA’S LEADING BRAND NAME %* MASS MERCHANDISING 
*% TOP QUALITY PRODUCTS *& BIGGER PROFITS FOR 1951 


WRITE OR WIRE FOR THIS PROFIT PLAN’ BE SURE TO VISIT ICN 


ice Cream Nouellies INC. AT THE DAIRY SHOW 


MURRAY ST., NEW YORK 7 
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sumer Acceptance of Fruit Ice Cream,” “Balancing Your Refrigeration Plant to 
Your Production Requirements,” and “How to Make Good Sherbet.” 

At 12:30 on Wednesday, Josh Lee, member of the Civil Aeronautics Board, 
will address a Fellowship Luncheon. His topic will be “The Sky's the Limit.” 
President of the association Arthur E. Jowett will serve as Chairman of the 
luncheon. 

The third Merchandising and Production sessions will be held Wednesday after- 
noon. The former meeting will discuss fountain and general store maintenance as 
well as store personnel management; the latter gathering will witness a demonstra- 
tien of fancy and novelty ice cream forms for sale in retail stores. 


Final Day 


At the penulumate Merchandising Session Thursday at 9:00 A.M., attention 
will be devoted to the general subject of fountain operation. Experiences of out- 
standing retailers will be aired. At the same time, the Production meeting will hear 
Dr. Hankinson on “Analyzing Production Costs”; Dr. Raymond N. Doetsch, Uni- 
versity of Maryland, on “Bacteriological Aspects of Retailed Ice Cream”; and 
Elliot P. Danzig, Richardson-Bellows-Henry and Company, Philadelphia, on “Psy- 
chology Applied to Your Business.” 

“The Sale” will be the topic for discussion at the concluding Merchandising 
session, scheduled for 2:00 P.M. on Thursday. Artorney Charles M. Fistere will 
discuss the proposed Federal standards for ice cream at the concurrent Production 


section. 

Final event of the 1950 convention will be the annual banquet and Fun Night, 
set for 7:00 P.M. on Thursday. Mr. Jowett will preside. Installation of new 
officers will wind up the festivities. 


WASHINGTON, D. C. will be the scone of the 1950 convention of the Netione! Association of Retell 
lee Cream Menutecturers. The Committee on Local Arrangements made preperetions for the 
conclave, ond DR. C. W. ENGLAND. C. Y. Stephens Deiry industries, Washington, 0. C. was its 
Cheirman. He is pictured ef the top of this page. Below & «@ growp photograph of the present 
NARICM officers. Seated. left to right, are: MARRY 8 BURT. Good Hemor Company, Tulse, Oble 
home, First Vice President: and ARTHUR E. JOWETT. Miller Deiry Farms, Eaton Rapids, Michigan 
President. Standing, in the same order, are: ANTHONY G. KAINZ. Kaeint Dairy Stores, Chicege. 
Second Vice President: PRESTLEY BLAKE. Friendly lee Cream Corporation. Springfield, Messe. 
chusetts. Third View President; E. GALE FRANKLIN. Frantlin ice Cream Company Toledo. Oblo 
Secretery Treawrer: and ED M. WARDER. Toledo, Obio Executive Secretary 
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WHEN YOU USE FLO-SWEET® YOU GET SERVICE 


Ask any Flo-Sweet customer—ask every HERE'S WHY FLO-SWEET MEANS SERVICE 
Flo-Sweet customer—they’ll all tell you, Refined Syrups & Sugars is the largest 


hiquid sugar manufacturer in the country - 
“Refined Syrups & Sugars have never let hes the industry's most complete preduc- 


me down!” tion and storage facilities for liquid sugar. 
maintains the largest number of tank. 
trucks, tank-cars, and tank-shipe in liquid 
That kind of service means you have no sugar service. 

oO , no | a is the only refiner in the East maintaining 
plant shutdowns, no lost orders, no dis liquid sugar warehouse and storage facili. 
appointed customers. ties away from our refinery for customer 

service. 


Flo-Sweet production facilities are flexible 
That kind of service gives you better to take care of the unusual in sugar re- 


quirements. 
nning, ater economy, more t 
orders and larger profits. nervicr 


For dollar-saving, product-aanitation and always-re- 
\0- liable service, you can’t beat Flo-Sweet Liquid Sugars! 


SANITATION AND SERVICE 


i 
; 
/ 
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“Mr. BIG 


DRUMSTICK ANC. worrn, rexas ORIGINATORS oF 
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Here's a promotion program designed 
to make every American citizen ice 
cream-conscious, be he an unheralded 
office boy or President of the U.S.A. 


N 1851, a Balewmore milk dealer named Jacob Fussell 
was concerned about the problem of disposing of super- 
fluous cream that resulted from the manufacture of his 
primary product. He decided to experiment, and, on a 
small scale, began utilizing it to produce ice cream for dis- 
tribution to several dealers in his area Business volume 
was surprisingly good as the store owners reported people 
were enthusiastic about the refreshing dairy product which 
sold for sixty cents per quart. Before long, the first whole- 
saler of ice cream was deriving unexpected profits as a 
result of his ingenuity. 

That was just about 100 years ago. And in one century 
~~ "a century of good taste” — the ice cream business has 
grown from a one-man industry into a trade populated by 
more than 7500 manufacturers who turn out more than a 
half-billion gallons annually. 

In view of the industry's monumental size and signih- 
cance, it seems only appropriate that some program be 
established to mark the 100th anniversary of the type of 
business created by the enterprising Mr. Fussell, thereby 
enabling the nation’s ice cream manufacturers to seize the 
public spotlight and focus it on themselves. 

With this objective in mind, Ice Cream Fietp has de- 
developed such a program and has presented it to the 
country's two major ice cream trade associations for use 
as they see hit. 

Now, for the first time, details of chis full-scale ice 
cream promotion plan are being made public, exclusively 
to the readers of this magazine. On this and on subsequent 
pages are to be found suggestions as to how the ice cream 
manufacturers of America can acquire the cooperation of 
Mr. and Mrs. John Q. Public in the year-long celebration 
of The Ice Cream Centennial. The ultimate goal of this 
program, which is believed co be the first concrete agenda 
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RE SALES. .AND MURE SALES! 


of Centennial activities in existence, is to intensify the ice 
cream-consciousness of consumers in every part of the 
United States, and thereby stimulate an unprecedented 
volume of ice cream sales. A detailed analysis of these 
merchandising maneuvers, exactly as presented to execu- 
tives of the two trade groups, follows. 

Basically, the commemorative schedule is divided into 
two parts — the first section consisting of activities to be 
sponsored by national, state and local trade associations. 
and the second phase including those projects on which 
ice cream manufacturers can work individually. 

Keynote of the association phase of the promotion would 
be. the presentation by industry representatives to President 
Harry S. Truman of “the largest single ice cream portion 
ever served.” Admittedly, this would require some exten- 
sive contact work, but the President is usually amenable to 
publicity ideas such as this, especially when an influential! 
industry is involved, and its execution should not be too 


ICE CREAM is the treat of the 
moment et the birthday celebration 
of Alfred Heitmuller, 
S.. of Washington, D0. C. The cen- 
tenerien is but one of many folks of 
similar age whose cooperetion in the 
Centennial program would be « wel 
come eddition to the festivities, and 
would enhence their publicity value. 
Helping devour the ice cream in the 
adjacent photograph is young Devid 
Lingebech, 35) years old. Mr. Meit- 
muller's great-grendchild. The elderly 
gentleman toot time off from the 
celebration to make it clear that he 
has “always liked ice cream.” 


ditheult. Besides, Mr. Truman is an old-time ice cream 
enthusiast, as the accompanying photograph indicates. 

The ceremonies during the presentation would include 
the ofhcial proclamation by President Truman of the year 
1951 as “The lee Cream Centennial.” The publicity poten- 
tial of such an event is infinite, but because the remainder 
of the program is also notable for its great possibilities for 
editorial treatment, a special section on publicity is included 
later im this article 

With the President's cooperation acquired in the launch- 
ing of the campaign, the trade groups can supplement his 
proclamation by adopting and publicizing an industry- 
wide seal——an emblem of the 100th anniversary of the 
industry that produces one of America’s favorite foods. 
Such a seal — the design for which is suggested in the illus. 
tration on Page 52-—-could be afhxed to every package of 
ice cream produced in 1951, to newspaper advertisements, 
to outdoor billboards, to point-of-sale signs and displays, 
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HEY KIDS! 


Hey fellas' Hey girls’! They're giv- 
ing out free ice cream at any store 
that sells the Favorite Brand of ice 
cream. It's part of the Centennial 
Year celebration — every }00th ice 
cream purchase free. What a deal! 
Hurry down to your Favorite Dealer 

he'll give you all the details. And 
don't forget to tell your mothers and 
tathers, sisters and brothers, uncles 
and aunts, cousins — aw gee! Tell 
EVERYONE. Remember: tree ice 
cream at 


Your 


FAVORIT 


and to other advertising media such as throwaways, truck 


- panels, menus and televiumon spot announcements. 


Wherever this seal appears, it would serve as a reminder 
of the experience and dependability of the country’s ice 
cream manufacturers, and of the delicious nature of their 
product. 

Another device for magnifying consumer interest in ice 
cream would be the publication of a book, tentatively titled 
“Centennial Recipes.” Ideally, this book would include one 
hundred formulas for ice cream dishes; it would instruct 
housewives in the art of combining ice cream with other 
related foods and would suggest new ways of serving ice 
cream by itself. The book would be made available 
gratuitously to those using a coupon in newspaper adver- 
tisements financed by local trade groups. It would also be 
announced in radio and television commercials. The dis- 
tribution of such a book would be appropriate to the over- 
all theme of the centennial promonon — to gain more pub- 
lic wmterest for ice cream and more prohts for its manu- 
facturers. 


“Mr. lce Cream” 


With the program in high gear, che next step would be 
the ofhcial appointment of a “Mr. Ice Cream of 1951.” 
Logically enough, this would be a man (or woman) who is 
100 years old (or more) and who (naturally) loves ie 
cream and has eaten it regularly all of his lite. If he 
attributes his longevity to his appetite for ice cream, so 
much the better. 

If possible, it should be arranged so that the centenarian 
is present at the ceremonies involving Mr. Truman. This 
would enhance the publicity value of the event. 


As a reward tor his cooperation in allowing himself to 
be photographed for newspaper and advertising pictures, 
the 100-year-old gentleman should be offered free ice cream 
tor the entire year, courtesy of the ice cream industry. 
Appropriate publicity may very likely be derived from this 
gesture. 

Typical of the persons who would be eligible for desig- 
nation as “Mr. Ice Cream of 1951” is Alfred Heitmuller, 
Sr., of Washington, D. C., who celebrated his [01st 
birthday early this year, and whose picture appears on Page 
53 

Friends and relatives greeted Mr. Heimuller on the 
occasion at a day-long reception. Gallons of ice cream and 
a handsome cake were, of course, part of the festivities. 
Mr. Heitmuller’s daughter, Mrs George O. Berger, re- 
ported thar “all of his life, Mr. Heitmuller has loved we 
cream, and now it is a regular part of his diet.” 


Another phase of the Centennial Program would be the 
“100 Pints of Ice Cream” contest. This competition would 
be announced in newspaper and magazine advertisements 
and would be sponsored by local ice cream trade groups. 
Many types of contests could be conducted. Among the 
possibilines are a limerick contest and a “completion” con 
test, in which entrants are required to finish a sentence 
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PLANS FOR ‘DI 


at the Atlantic City Convention 


it's the biggest, hardest-hitting 
promotion ever — come see us at 
Room B and get the details. 


Popsicle Creamsicie’’ Dreamsicie’ kee Cream” 


CREAMSICLE end OREAMSICLE” are registered wade marts of the Lowe Corporation, 


ANMOELES TORONTO ONTARIO CANADA 
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Introducing the 


At your 


FAVORITE 


Dealer 


beginning with words like “I like xe cream because . . .” 
or “My tavorite food uw ice cream because...” The win- 
ner of this contest would receive fifty pints of ice cream 
tree during 1951 and would be accorded the privilege of 


naming a favorite charity institution as the recipient of 
the other fifty pints. 


Individual Promotions 


Individual we cream manufacturers would, of course, 
benefit from the advertising and publicity inherent in these 
industry promotions. But they would not have to rely 
exclusively om the campaigns sponsored by trade groups; 
they could institute campaigns of their own, and Ics 
Caram Fretp presents herewith suggestions for advancing 
the cause of The Ice Cream Centennial in the local com. 
munities. 

Each manufacturer of ice cream should respond to the 
industry-wide promotion by adopting the Centennial Seal 
on his packages, billboards, pointof-purchase materials, 
truck panels, and other advertising media. 

He should supplement this by featuring the theme of 
"100 Years of Good Taste” in his advertising. The food 
value of ice cream as well as its pleasant taste should be 
stressed. 

Next on the agenda, a prominent advertisement (or 
direct mail literature) should call attention to the tact that 
the ice cream manufacturer will present a free quart of 
ict cream (via retail outlets) to each and every 100-year- 
old patron who proves his age. Those eligible could write 
directly to the manufacturer for the free “meal tickets” 
which would be redeemable at any store which sells that 
particular brand of ice cream. 

It is not beyond the realm of the individual ice cream 
manufacturer to sponsor consumer-participation contests 
of his own. Free ice cream for a year could be offered to 
the winner of a contest in which entrants are required to 
state “Why I think ice cream is the dessert of the century” 
or “How ie cream made me happy.” Participants would 
be required to enclose the Centennial Seal from the manu- 
facturer’s ice cream package with each entry. 


Periodical promotions also have their place in the Cen- 
tennial program. The ice cream manufacturer might origi 
nate a dozen or so concoctions, such as the Centennial! 
Soda, Centennial Sundae, Centennial Malted Milk, Cen- 
tenmal Ice Cream Sandwich, Centennial Banana Split, 
Centennial Ice Cream Bar, and various others which could 
be featured during specified pernods, preferably at lower 
than-usual prices. Concentrated merchandising efforts 
should support these weekly or monthly promonons. 

Enticing youngsters during the Centennial Year is a task 
to which ice cream manufacturers should devote themselves 
whole-heartedly. Why not offer every youngster in your 
community a chance to share in the anniversary celebra. 
tion? Simply prepare tickets which the youngsters can ob 
tain from their favorite confectionery stores and which 
entitle the youngsters to a free ice cream dish — withour 
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with their 
PICKED FRESH FLAVOR will 
impart year ’round Stimulus 
to your ice Cream Sales. 


TROPICAL FRUIT to prolong Sum- ALLEN’S ROYAL BING CHERRY 
mer Sales. Golden Banana Ice Cream. HALVES add zest and taste appeal 
to your Cherry Ice Cream . . Fast be- 
RICH BODIED. . FULL FLAVORED coming a year ‘round favorite, 
Carefully processed to insure maxi- Cherry Ice Cream 
; is just the thing 
mum Purity. You will enjoy a taste for new, steady 
sample. profits. 


Additional teste treats te be found in BOOTH 437 are Orenge ond Lemon Sherbet. 


ALWAYS FEATURE... 


BOYSENBERRIES RASPBERRIES (red and black) 
PEACHES ORANGE PINEAPPLE 
PINEAPPLE A COMPLETE LINE OF PUREED FRUITS 
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MODERN NOTE — inside (above) end outside (below) — helps create 
en atmosphere of comfort end at Oubrows Fourterie in 


New York. ft she pelps explain why the store sells | 000 


gelions of ice cream each weet. 


Ful 


VER hear of a cafeteria selling 1,000 gallons ot ice 
cream per week? 


No ordinary self-service eating place could hope 
to achieve volume as high as that, but Dubrow’s Founteria 
in Brooklyn, New York is no ordinary cafeteria. Perhaps 
its umique qualities explain why this unusual establishment 
has been serving so much ice cream cach week since its 
opening in July of this year. 

The explananon’ Well, first of all, Dubrow’s self-serv- 
ice restaurant offers no hot food at all. As a matter of 
fact, only twenty to thirty per cent of the menu is devoted 
to a complete line of cold salads, while the balance is de- 
voted to desserts, including ice cream. 


on Display 


But we're getting ahead of the story, for the one-sided 
food assortment is not the first umique characteristic which 
evidences itself to the unsuspecting Fountena customer. 


The emphasis is on display from beginning to end. The 
store front itself is attractively designed in modern style. 
Entering, the visitor finds the modern decor continued; the 
overall impression is one of abundant light, space and 
cleanliness 


Expensive murals line the walls. The most outstanding 


of these is a reproduction of the club house at the Hialeah 


onfreued on page 118) 


lee Ceram Fretp, October 1950 


= 
ts 
T 
: 
5 
; 
is 


MASSEYS' 
VANILLA 


The cake your wile makes is se good 
because she uses only quality ingredients. 
and skillfully blends them into a delectable 
creation. Se it is with Masseys Vanillas. 
The prime quality vanilla beans we use— 
the cold-proceas method of extraction—our 
43 years of experience and “know-how” — 
add up to a vanilla thet is surpassingly 
good. 


Order a trial gallon of the type and 
strength you preler—cand taste the dil. 


ference 
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PLASTIC 


LT PEPPER 


FREE 


It's All Free But The Ice Cream 


With Cue 


GALLON 


ICE CREAM 


HAT difference does it make how you do it, as 
long as you do it? 

That's the philosop!; behind the unique tie-in 
offers which mark the ice cream selling efforts of Miller 
Dairy farms of Eaton Rapids, Michigan. In recent 
months, depending on the time of your visit, you could 
have walked into any one of the firm's retail stores and 
amply by purchasing ice cream you could have walked 
out with (a) a Hawanan-type lei, (b) a mimature parasol, 
(c) a plastic charm in the form of a dog, bowling pin, 
baseball glowe and bat, (d) a salt-and-pepper shaker set, 
or (e) a magic card trick. 

The firm used the sale and-pepper set as a premium to 
stimulate the sale of half-gallon containers of we cream. 


Sunpae 2/1 


FREE LE/ 


A set was given away with every purchase of the half- 
gallon family pack, the retail price of which was ninety- 
two cents. According two Bryce Thomson, Stores Super: 
visor, “Ir. is difheult to measure the advertising value of 
this promotion, but we like to feel that it may have won 
us a tew frends and new customers.” 

Mr. Thomson said that the firm was experiencing even 
greater success in using the premium idea with its special 
sundaes. Patrons liked the idea of a receiving a Hawaiian 
lei with every “Hawaiian Girl” Sundae (3 scoops of ice 
cream, pineapple and marshmallow toppings, nuts, 
whipped cream and a cherry-—price: 27 cents). The 
“Oriental Girl” Sundae was topped with a paper parasol. 
Consisting of 3 scoops of vanilla ice cream, marshmallow 
and cherry topping, nuts, whipped cream and a cherry, 
the concoction sold for 27 cents. 

Another premium offer featured the “magic card trick” 
which was given away with any purchase of Miller's ice 
cream. Instructions were provided to enable the small 
(and large) fry to master the art of making magic 

Even when the company takes a respite from its give- 
away program, it still manages to feature off-the-beaten. 
path sundaes. Examples are the “Roly Poly” Sundae, 
served in a low, round glass and consisting of 3 scoops of 
ice cream, topping, nuts, whipped cream and a cherry; and 
the “Flying Saucer” Sundae, made in a saucer with a 
generous slice of Newly Weds Cake Roll, one dip of vanilla 
we cream, marshmallow and chocolate toppings, whipped 
cream and a cherry. 

Reproductions of point-of-sale posters which advertised 
two of the tie-in offers cited above appear on this page. 
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Needs. 


iy DOES NOT COST Dots NOT COST Dots NOT 


30 TO 60 MOLD 
BRINE TANKS 
60 te 
PER MAN HOUR’ 
WITH VITAFREZE EQUIPMENT 


VITAPREZE “JUNIOR 
WIG- WAG BAGGING MACHINE 


It DOES NOT COST it DOES NOT COST iy DOES NOT COST 


MODEL “DO” CONTINUOUS 
DIPPING AND BAGGING MACHINE 


“THE WORLDS 


BAGGING 


: KLEE 18 TO 36 MOLD 
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A New Series: 


VENDING 


M UCH of the matenal appearing on the subyect of 


automatic merchandising has been of the “Jules 

Verne” variety, and Sunday supplement articles 
have encouraged the popular concept of a super-robor that 
can magwally perform markenng miracles. But to view 
the vendor in its proper business prospective, the we cream 
manufacturer must strip the machine of its aura of novelty 
and glamour and analyze it in the hard, cold light of xl! 
mg to determine just what vending can do for hem dollar. 
wise. 


What Vending Offers 


From this standpomrt, we cream vending offers, among 
others, these hve basic considerations 


(1) Machines can be used to open up brand-new outlets 
where ice cream is not now sold, building extra gallonage 
and revenue. In every territory there are sites (such as fac. 
tories, ofhce buildings, schools, bowling alleys, etc.) where 
over-the-counter retailing of the product ts either umpracti 
cal or uneconomical 
abl) 


market, but they could wie for the flood of consumer coms 


how pouring into candy and beverage dispensers 


but where vendors can operate profit 
Not only would ice cream machines tap this “plus” 


(2) Automatic merchandisers can supplement manual 


taciiines., In certain sites, such as industrial plants, some 


attended cafeterias, snack bars, en ate anly open for 


In thes article, second of an exclusive series on we 
cream vendimg machimes, Arthur Yohalem ana. 
lyces some of the “why's” and “how's” of automatic 
merchandimg and sis potentgal im building gallonage 
and profits for the «xe cream manufacturer. The 
next metallment will discuss sales volume. 


BY ARTHUR E. YOHALEM 


liumted periods, while others are ‘ocated a considerable dis- 
tance from working areas of the factory. In such instances, 
strategically spotted round-the-clock “silent salesmen” in- 
crease ice cream availability, and the presence of a vendor 


stimulates pure hases which are otherwise lest. 


(3) Operating on a vear-round basis, vending machines 
ean do much to build the daily ice cream “habit” in office 
and industrial locales, providing steady cold-weather vol- 
ume at a time when the industry is suffering an off-season 
slump in store outlets. Occupants of a hot steam-heated 
office or plant are not influenced by outdoor temperatures, 
and operational vending records in Eastern cities indicate 
that winter machine sales do not decline more than 25 to 
4) per cent from summer levels. 


(4) Vendors can be utilized to obtain “paid sampling” 
for an ice cream product. Making impulse sales, the ma 
chine has a basic spur-of-the-moment appeal that encour- 
ages a consumer to drop in his dime and try an item that 
the manufacturer is attempting to popularize. Spearhead. 
ing a brand-name drive, automatic merchandising provides 


the means of checking the marketing maxim that “Tasting 
Is Believing.” 


Advertising Medium 


(5) Automatic merchandisers are valuable as an adver. 
tising medium that pays for itself. Carrving a trademark 
and slogan, the machine serves as a continuous “plug” for 
its product, and while it obviously will not sell ice cream to 
evervone who sees it, the vendor will help etch a brand 
name into a potential consumer's consciousness. The fac- 
tory worker who passes a com machine each day in his 
plant will remember its product while shopping in a retail 
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FUDGE RIPPLE 


Monthly Specials Boost Ice Cream Sales 


Ready-to-Use Ripple Sauces 
Eleven different flavors are now available to help ice cream 
manufacturers increase sales. They re blending their own vanilla 


t gaining increased cye-appeal, increased taste-appeal and greatly 


increased sales appeal 


FUDGE RIPPLE is being run as the ideal basic flavor to feature the 


year around—then monthly specials are run from the other 


cleven tast-selling flavors 
ALL SIMPLE TO USE — just cool and pump into your ice cream as it 
f leaves the freezer. And all Ripple Sauces are TRIPLE-PURPOSI 
3 1) Use for flavoring ice cream, (2) Use as Ripples, and 
t 3) Use for making TART TOPPINGS and SUNDAE CUPS 
gb (just pour from the pail and use —_ 
4 FREE ADVERTISING HELPS 
Colortul window streamers, placards, mats, etc. imprinted 


CHERRY RIPPLE 


PINEAPPLE RIPPLE 


PURE MAPLE RIPPLE 


BUTTERSCOTCH RIPPLE | 


STRAWBERRY RIPPLE 


BLACK RASPBERRY 


' tce cream with these distinctively-different Ripple Sauces thus ORANGE-PINEAPPLE 


MARSHMALLOW RIPPLE 


with your own meme end tredemert. 
3 A FLAVOR COMPARY 
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| 
| 50 FUDGE Ripple Source 
50 Butterscotch Ripple 
50 i» pots Strawberry Ripple 
50 pods Block Sospherry 
pods Cherry Ripple Seuce 
50 pods Orange -Pimeapple 
pole Peeck Ripple Sauce 
pols Coremel Soue 
50 pet Preepple 
pots Pure Maple Ripple 


| 

RIPPLE EQUIPMENT—all kinds for all types of manu- 
facture. Send for prices and mformation. If you need any 
advice in planning your production of variegated ice creams 
—plan to see our laboratory experts at the DISA Exposition 
in Atlantic Caty--Booth 320 


In CANADA: BR. J. Campbell Co., 207 Queens Quay, Toronto 
On WEST COAST: Warchousc at 1855 Industrial, Los Angeles 
| 
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19%, 
254; 
@ 26¢, 
& 224; 
274 
174; 
@ 224; 
16¢, 


1301 Adams, Pittsburgh 33, Pa. Send the following: 


cam of 


.. Cases Me, 10 tee 
Me. 10 tee & 
.. Cases Me. 10 tea & 
Cases Me. 10 tee & 
Cases Me. 10 & 
Cases Me. 10 te & 
Coses Me. 10 & 
Cases Mo. 10 tan & 
Cases Me. 10 & 
.. Me. 10 ta & 


10-gel. Ripple (whipped) per ib. 
POR Pe. oe Lee Angie, Col. Pret marge} 


975 
11.25 
14.50 
1575 
14.25 
1275 
10.50 
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OF THE SHOW 


YOUR FLAVORING PROBLEMS 


it's convention time .. . time to renew 
old acquaintances . . . time for nostalgic 
reminiscing. But most important — TIME 
TO PLAN FOR THE FUTURE. A few 
minutes of your time spent in the 
Northville Booth could very well be the 
most profitable minutes you ever spent. 
Stop in to relax, chat or talk business, but 
DO stop in. We'll be looking for you. 


VANILLAS 


*A litle mere en the sectel side — Viel ws of 
betel heedquerters the Bite Cortten. 


NORTHVILLE LABORATORIES 


incorporated 
NORTHVILLE . MICHIGAN 


| outlet, and experience in the soft drink held indicates that 
vendors influence subsequent take-home trade. It might also 
be noted that factories, offe buildings, terminals, etc., 
which would bluntly refuse permission to an ice cream 
| plant to place advertising signs around their premises, raise 

no objection to a vendor carrying a sales message. 


Two Patterns 


Ice cream vending has followed two ownership patterns, 
with the machines operated either by ice cream plants or 
by independent vending companies. Where this equip- 
ment is owned by the plant, it installs the machines in 
locations; stocks them with ice cream; handles maintenance; 
and pays the site a commission based on a percentage of 
the machines’ gross (5 to 10 per cent). This is, of course, 
a retailing operation, and its basic advantage lies in the 
plant's exclusive control over the vending route, giving it 
the final word over just where the vendors are placed and 
just which products go into the vendors. Some of these 
operations have been integrated into existing plant retailing 
set-ups, while others, usually larger routes, are organized as 
separate vending departments, with specially assigned per- 
sonnel, trucks, etc. 


Independent Distributors 


In contrast, other ice cream plants have relied on inde- 
pendent automatic merchandising firms as their distribu- 
tion channel for reaching the vendor market, and such 
companies operate their own equipment, frequently in con- 
junction with other types of machines, such as candy, 
cookies, soft drink, milk, etc. Since these firms have the 
“know-how” peculiar to vending, some ice cream makers 
have regarded the operation as specialized, preferring to 
play the role of wholesale supplier to the operator, who is 
the ultimate retailer in such instances. However, since the 
retailer is primarily interested in making profits and not in 
promoting ice cream or a brand name, some plants have 
found it expedient to sign supply contracts with operators, 
calling for use of their product, trademark advertising, etc. 
More recently, some plants have been using their own 
salesmen to solicit vending machine locations for these 
operators in order to provide the outlets that will produce 
added volume. Instances have also been rumored of ice 
cream concerns actually financing the operator's acquisition 
of vending equipment, paralleling the pattern set in fur- 
nishing cabinets and storage coolers to certain retail outlets. 


Ulumately, the decision whether to utilize ice cream 
vendors rests with the individual plant and is keyed to the 
merchandising potential in its territory. Similarly, the 
thode of operation will vary with a particular plant, its 
financial status, marketing policies, competitive situation, 
etc. It’s worth noting, however, that the ice cream manu- 
facturers who own their vending equipment not only obtain 
the profit on the wholesale price for their products, but can 
realize additional earnings on the machines’ retail grosses. 
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VIEW THE LATEST 


IN 


ALL-ALUMINUM 


REFRIGERATED BODIES 


BOOTH 609 


Dairy Industries Exposition 


Pioneers In All-Aluminum Structure 


BARRY & BAILY CO. 


“Since the Days of the Covered W agen” 


2421 North 27th Street 
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*Evwery gallon of ice cream, sherbet 
and fruit ice starts out as so many 
pounds of raw ingredients. It is the 
Vuelty of these ingredients that 
makes « Quality product. Netiona! 
Pectin Products ta proud of the Qual 
ity of its preducts We tmvite you to 


write for sampie quantitn tory, ) Company 


PRODUCTS 


2444 CULLERTON $T CHICAGO 6, ILLINOIS 


You Will Make a Better Product When You Use a Vlarconad Stabilizer or Emulsifier 


Ice Freto, October 1950 


4 
ray 
rat 
‘ape 
: 4 
aS a iy ow 


Casperson Firm 


Adds Ice Cream 


T ts not often one hears of a butter and eggs man sell- 

ing ice cream. It remained for a San Francisco dis- 

tributor to undertake the experiment and, believe it or 
not, it's proving a profitable venture. 

Less than a year ago O. Casperson & Son started de 
livering ice cream to some of their frozen food, and butter 
and egg customers. From the start the idea showed possi- 
bilities. A few months ago the firm took delivery of a 
second ice cream truck and a third is in the planning stage. 
The Caspersons also operate a fleet of four frozen food 
trucks. These are frequently used for ice cream deliveries. 


Their Own Brand 


The Caspersons have adopted their own brand name 
(“Buttercup”) which they feature in pint size packages 
and sell at an average of $1.20 a gallon. “The new truck,” 
said Lester Casperson, company President, “was in line 
with our expanded program for the summer when the ice 
cream business is on the up. We use a lot of color on our 
trucks. This we consider good advertising. We also are 
great believers in point-of-sale banners. Besides the three 
standard flavors, we offer our customers a once-a-month 
special such as banana, pineapple, cherry, etc. We have 
been able to sell the ice cream idea to many of our frozen 
food and butter and egg customers. The sales volume 
would surprise you.” 

Features of the new Casperson truck (illustrated at the 
top of this column) include an increase in load space, all. 
steel cab, and improvement in accessibility, according to 
Mr. Casperson. The body finish is blue, yellow and red, 
oven-baked synthetic enamel, trimmed with chrome and 
stainless steel. 

The chassis was manufactured by the Diamond T Motor 
Truck Company and the refrigerated body by Earl Sher. 
man and Company of Oakland, California. 
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if awords were handed out...P&S Vanilla 
Extracts and Flavors would capture the 
loving-cup market! 


But “owards” ore handed out “over the 
counter” in the form of sales .. . and you 
get the sales when P&S fiavors make your 
finished product the popular flavorite! 


Try P&S Pure or Imitation Vanilla Extracts, 
Flavors, Concentrates, or Powders and be 
convinced! 


POLAK & SCHWARZ, INC. 


667 Washington S$t., New York 14, N. Y. 
Mitwestern Office: 173 W. Medisen Street, Chicage 3, Wi. 
Rep esestatives Milwaukee Lee Angeles tan Prasictece 
Cenedion Office: Polak & Schwere (Canede), 

Bex 39, Stetion “HH,” Terente, Onteric, Conede 
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T ww necdless to say it is very presumptive on my part 

to try and tell you how to sell ice cream. I have had 

neither the experience nor the background that qualifies 
me to do so. However in an effort to overcome these 
deficiencies, and I apologize to you, I have gathered con- 
siderable data on the trends of ice cream consumption over 
the past twenty years and have charted these trends in a 
manner to be of most interest to you. 


A Negative Approach 


You will all agree chat my introduction was a negative 
approach. Sometimes ice cream salesmen have a similar 
approach, although I am glad to report this not true of 
ie cream salesmen in Michigan. However there are ice 
cream salesmen in some states who do have the negative 
approach. They go into one of their fine accounts, stick 
out a limp hand and say “John, is your business bad too?” 
And of course John responds in the vein established by 
the question and tells our joker salesmen things are not 
only bad but he is thinking of closing the fountain entirely. 
This of course brings forth a deluge of remorse from our 
salesman. “Oh, my God, John, don’t do that. Just think, 
It all my accounts do that, I won't have any job and I'll 
be um worse shape than you are. Here, John, use my 
hanky. You know, John, about that monthly feature two 
months ago: I meant to get around sooner but I have been 
so busy washing handkerchiefs. Our production man real- 
ly felt badly about forgetting to put the cherries in the 
cherry we cream. The boss gave him the dewil and you 
can bet it won't happen again for a while” 
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BY C. A. CARVER 


McDonald ice Cream Company 
. Ann Arbor, Michigan 


If you have to pursue the negative approach, at least 
go in with a smile and say “John, business must surely be 
going to pot—see you just bought a new Buick.” Of 
course, the best negative approach is no negative approach 
at all. If we want to sell more ice cream, we must sell 
our dealers. Convince them that ice cream is not only a 
profitable item but a tremendous traffic builder as well. 

However, let's put first things first. We must have 
dealers. We must have distribution of our product and 
in this one phase of our industry we have not only do 
a good job, but possibly we have overdone the job. How- 
ever the number of outlets per capita is a discussion in it- 
self and my only objective was to bring out that we in the 
ice cream industry do have adequate distribution. 

What, therefore, can we do to put punch into ice cream 
sales? 

We have briefly discussed disrribution and generally 
accept it as adequate. The other three phases are ad- 
vertising, merchandising, and quality product. 


The most widely used media are newspaper, radio, and 
billboards. For the smaller sized operator, newspaper 
advertising gives the best coverage at the lowest cost. 
Through the merchandising institute of the International 
Association we have a mat service available. This service 
lends the professional touch so necessary to newspaper 
advertising. Those of you who do newspaper advertising 
are urged to make use of this service. Our personal experi- 
ence with radio has been far frou satisfactory. Unless 
your station dominates the audience in your territory, in 
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ULL FLAVORE 
BUTTERED PECAR 


IF YOU USE spe PECANS IN THE 
PROCESSING OF YOUR BUTTERED PECAN ICE CREAM 


Players, Cheerleaders, Spectators — all applaud ice cream made with easy and 
-to-use Capco Buttered Pecans. Be sure to score with this popular favorite 
— order a supply today for immediate delivery. 


Processed with high score, pure creamery butter, these quality Buttered Pecans 
are packed in 25 pound cartons. 


THE CHARLES A. PETERSON COMP 


917 CARNEGIE AVENUE . CLEVELAND 15, ONIG 


WHEREVER ICE CREAM 18 SOLD 
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my opinion local programs just can't compete with the pro- 
grams afforded through nanonal hook-ups and consequent. 
ly you have a very small coverage at an catremely high 
cost. Billboards are good burt beyond the means of the 
average independent. Advertising is probably the weakest 
phase im cur eflort 4&4 franchise and any 
efforts to expand thu phase should be given careful thought 


and planning. 


Merchandrmung 


Our next phase is merchandinng—motivating the con- 
sumer impulse to buy the product we have advertised. 

This is the phase where the salesman gains or loses 
stature. The salesman, the guy who pumps the life blood 
of all industry is probably the most maligned individual 
The story is told about the President of 
the Heaven Ice Cream Company on the Banks of the 
Jordan, meeting the President of the Hell Ice Cream 
Company appropriately located on the Banks of the River 
Styx. It seems they had each journeyed many miles from 


m or 


their home base and chanced to meet at a gathering. The 
Presdent of the Heaven Ice Cream Company was telling 


his competitor of the extensive remodeling and expansion 
program his company was engaged in, and of all the fine 
new equipment they were buying that would cut their pro 
dix thom coset to the hone. The President of the Hell Ice 
Cream Company took it all in with no apparent concern 
and when the President of the Heaven Ice Cream Com- 
pany had finished, he asked calmly “And what are you 
going to do for salesmen?” 


The Salesman 


Let's get back to merchandising and our trend the ice 
cream salesman. Iie must encourage impulse buying. 
Many surveys have been made on impulse buying and it 
is agreed that between 40 per cent and 60 per cent of all 
sales made in grocery and drug stores fall in this category. 
Te develop impulse buying we must have excellent point. 
of-sale coverage. This coverage should start with adequate 
outdoor indentihcation, There is no need to advertise if 
the consumer can't find a readily identihed place to buy 


your product 

Inside the store the salesman should see that material 
depicting we cream is placed in prominent position, and, 
we cream material should dominate the store. 
Also, whenever possible, prices should be prominently dis- 
played. The consumer w reluctant to make a purchase 


where the price is not prominently displayed. This matter 


has been checked and it has been found thar sales will 
decrease 69 per cent where the price is not displaved-——— 
yes, 69 per cent. I chink we all have been grossly negligent 
in this apparently minor detail; that is a major retarding 
factor im all sales. Display prices and display them so 
they can be read. This should be done with fountain 
items as well as take-home products Prominent pricing 
and good cabinet location are inestimable in the encourag- 
ing of impulse sales. 


The matter of pricing is a very delicate subject. It is 
the saleamen's job to take the “ice” out of price. Wherever 
possible the salesman should make every effort to encourage 
the dealer to sell at a reasonable gross proht and this 
usually means convincing him to reduce the price asked. 
On take-home items a gross margin of 30-33 1/3 per cent 
is very equitable and should be encouraged. The price 
abuse on take-home items is not nearly as flagrant as on 
fountain items. Twenty cents for a soda with one scoop 
of we cream is not only unreasonable but seriously impairs 
the sale of fountain items. The price itself is not an im- 
portant factor—it makes little difference if one charges 
Se, 20¢ or 25¢ for a fountain item as long as the consumer 
gets value received. The constant short-sightedness of 
dealers in cutting down on servings is a real challenge to 
the ice cream salesman and his ability to overcome this 
vicious trend will give a real punch to ice cream sales. 


Let's Be Consistent 


Another retarding factor is the repeated efforts of sales- 
men to expound weight. Ice cream is sold by liquid meas- 
ure, the pint, the quart, the gallon, not by avoirdupois. 
We don’t want to sell ice cream by weight. We have had 
legislative meetings to oppose any action of this nature. 
Our International Association had presented briefs to 
several states opposing the sale by weight. Sell we have 
salesmen who want the dealer to buy by weight. Let's be 
consistent. We have the dealer so confused that soon he 
will be expecting to pay a premium for a water ice—it has 
plenty of weight. 

This salesman instead of stressing weight would increase 
we cream sales a lot more if he would spend as much time 
with the dealer showing him how to build better fountain 
items. Go to your accounts and buy an ice cream soda. 
It you get a good one, it's the exception, not the rule. Is 
there any wonder ice cream sales fall off when most sodas 
you get are either too warm, not properly flavored, have a 
skampy serving of we-crystally ie cream-——and sometimes 
you hit the jack pot and get a combinanon of all the 
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WILL CARRY FULL COLOR 
ADVERTISEMENTS—AS SHOWN-— 
TO wELP You sett MORE 


Ice Cream ‘n Cake Roll 


Creamy-smooth, huxsous we cream and nch, tender cake combined m onc 
sale 28). eyeappealing dehcous treat to please everyone Ready to cut and serve 

poge is October ion 
sale October 6). The first Family Circie od is and so economacal’ You'll find a m the se cream cabunet at your favorite store 


whedvied for Nowember 


Check Now with your ice cream wopiier. 
He con furnish oftractve point-of-sale moterial 
to help you get the most ovt of the progrom. 


Look for these other taste-tempting “ke Cream 9 Cake Roll” speccals 
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STRAWS eR) BANANA _ MERRY 
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the continuous direct draw dairy freezer 


FOr 
So Freerer-fresh, velvety-smooth Soft ice Cream, Frozen 
Fr Custard, Sherbets, Frosted Malts, and many other 
Ce delicious frozen products for your customers . . . 
CRianm greater profits for you! See the new, improved 
1950 Sani-Serv, smoother running and more 
streamlined thon ever. Sani-Serv's continuous, 


noiseless operation assures continuous prof- 
its. Choose from two top performers: the 
3 HP Sani-Serv and Sani-Serv Jr.. a 2 HP 


Freezer. 


GENERAL EQUIPMENT SALES 


acorporaled 
$24 SOUTH WEST STREET INDIANAPOLIS, IND. 


i 
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Write for all the facts 
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BY HOWARD 8B. GRANT 
Publisher, ICE CREAM FIELD 


How About 
That ? 


Me WHIFFLE! WERKE 
iN A GLORMOUS BUSINES ®.... 
GRANDEST 


vad regusted” was the quaint way 
Amos and Andy used to express 

dissatisfaction. That's how | 
feel when reports from all over the 
country tell me of sales drops this year. 


CHEESECAKE 
AN’ COFFEE ! J 
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Sales Are Down 


No vense gilding the lily—sales are 
jown. Too far down to suit you and 
me. Some say the average volume drop 
will be 10 to 15°, this year. Although 
profit percentage still remains fairly 
good, | don’t think any of us are happy 
about the idustry picture. 

Blane the weather if you like. The 
fault is partly there, partly unsettled 
conditions, partly the fact that consum- 
ers are spending too much money for cars, T.V. sets, or 
for hoarding of luxury and food items. 


If it makes you feel better, then alibi yourself to sleep by 
pointing out that soft drink, beer and other items are also 
off this year. If that puts more dollars in your all, I can’t 

The question that I wish to raise is directed to each in- 
dividual ice cream manufacturer. Do you slide off to a 
pre-war small volume, high profit percentage seasonal buss- 
ness? Or do you make the all-out fight for bigger volume 
if necessary at a small percentage of profit? There seems 
to be only ome answer. We are committed resolutely to 
high volume sales. Nothing must alter that pattern. That 
puts it squarely up to our sales departments, They MUST 
do the job or heads will roll. 

How to do the job is our major project for tomorrow. 
Selling, advertising, merchandising and employee training 
methods are available. Each and every month Ice Ceram 


" Fretp publishes the ideas and methods that are succeeding 
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“Pew” Scheid 
Brothers Co., Ine. 


for others. Surely there is no single answer. In your role of 
a good businessman, you must adopt the modern methods ' 
best suited to your suze and style of business. All we want 
from you now is a healthy determination to drive ahead for 

more sales volume. 


Practice What You Preach 


To get a big snowball rolling, start with a small compact 
agate. Take the one illustrated on this page, for example. 
This idea was suggested by H. R. “Pete” Scheid of Fenn 
Brothers Co. Inc., Sioux Falls, South Dakota. You would 
be startled to know how seldom our employees, our families, 
and even ourselves fail to practice what we preach about 
the delectable qualities of ice cream. Thanks, Pete, for 
the thought that hits home at most of us. 

Why not tack this cartoon on your bulletin board? And 
when you or your employees are snacking, lunching. or din- 
ing, remember what business you're in. 


73 


he 
- 
\S AN 
OF ICE CREAM | MOST DELECTABLE LUSOOUS, 
FOR 20 CANS ice 
* THOUGHT OF IT 
HAT WILL 
‘ 
a 
| 
: 


udson’s 


VANILLAS 


wr 
eee 2: 


facturing 


UNION AVE... CHICAGO 4 


Finest Vanillas for Over 60 Years 


Ove New Plant is now located at 6310 cLincoln Ave, Morton Grove, - 
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HE problem of economically distributing we cream 

not only through a local trading area but throughout 

the entire state of Florida, faced Plantation Foods, 
Inc., Weta, Florida (located on the northern outskirts of 
Miami), when the organization was planning to enter the 
ice cream manufacturing field with completely new prod- 
ucts for the marker. 

The local market distribution problem was overcome 
through the development of a portable 50-gallon container 
on wheels which could be moved into the supermarkets, 
where Plantation Foods is selling the majority of its prod 
ucts, for easy refilling of cases or for use as a reserve cabi- 
net in the dry storage room of the market. 

These )-gallon containers were designed by V. C. Pat- 
terson, President of Plantation Foods, Inc.; V. C. Patter- 
son & Associates, Inc., York, Pennsylvania, consulting 
engineers specializing in the ice cream field; and Insulated 
Overwrap Corporation of America of Uleta. 


These containers are filled directly from the hardening 
machine at the Uleta plant, and then placed in the ~ 15 
to ~20 cold storage rooms prior to distribution to the 
held. They are loaded onto non-insulated van-type trucks 
which have been equipped with a hydraulic tail gate which 
makes it possible to lower the cabinets from truck level 
to street level without any trouble. 

The ice cream is then pushed into the supermarket where 
it is used for case refilling or excess storage over and above 
the capacity of the ice cream display case. The cabinets 
are constructed of aluminum and have 5 of insulation 
on all sides. The containers hold the product in excellent 
condition without additional refrigeration for at least 
twelve hours and can be refrigerated with dry ice for longer 


For statewide operation, Plantation Foods, Inc. is plan- 
ning branch plants at Jacksonville, Tampa, Orlando, and 
Key West. The ice cream will be transported to them by 


PACKAGING INNOVATIONS by Velde ie. 


Diced Cream cartons (right) in insulating 
clude enclewre of pint pecheges (left) and corrugated wrappers. thes overerepping with 


heatsecled was wrappers printed ie four 
and 
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A Complete 


ICE CREA 
RCHANDIS| 


NG Program 


For summer of winter spring or fall for the sales promotion of 
bulk ice cream of factory-filled novelties, the Flare TOP /Eat.tt-All 
bakeries have a complete ice cream seiling program designed for your use 

Start now with Sky-Hi, Nutty Buddy, Eat .1t-All Walkaway Sundaes. 
the Flare. TOP /Eat.It-Ali Home Pack promotion 

Follow through the spring with a Flare- TOP/Eat-It-.All Dip- Top 
promotion ... into the summer with the entire Flare- TOP/Eat-it.All 
sce cream merchandising program. 

You'll like the planning .. . the completences of the entire program 
... the flexibility of details to suit your needs. 


BOOTH 649 


The Dairy Industries 
Exposition 
ATLANTIC CITY 
$ 
FROM COAST-TO-COAST 14 8IG BAKERIES 


THE EAST .. . MARYLAND BAKING CO., Boltimore 30, Merylond, EASTERN BAKING CO. Chehee 50, EAGLE CONE CORP, 
Brooklyn 5, New York; KEYSTONE COME Pittsburgh | 2, Pennsytranic 


iM THE SOUTH ... GULF CONE CO., Dollies |, Texos; MARYLAND BAKING CO., of Atiente 3, Georgie, MARYLAND BAKING CO., of the Corclines, 
Chertotte 6, Morth Corcfine. 


THE MIDWEST . . . NORTHWEST CONE CO. Chicago 9, Minos; CRISPO CAKE CONE CO.. W. Lowls 4, Misourl) NORTHWEST CONE CO., of Detron 7, 
Michigen, LAMIER CONE CO. Cincinneti 2, Obie. 


OWN THE PACIFIC COAST . . . MARYLAND-PACIFIC CONE Ooklond 6, Californie, PACIFIC COAST BAKING CO., Los Angeles 2!, Colifornia; 
MARYLAND-PACIFIC CONE CO... of Oregon, Portiend, Oregon. 2004 
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PLANTATION EXECUTIVES [LEFT TO RIGHT). PRESIDENT 


C. PATTERSON AND VPS KIBBE AND BRUCE. 


specially-built refrigerated rail cars from Uleta. The manu- 
tacturing plant does not use the usual conveyors for trans 


terring goods, but rather a pallet system with fork-lift 
trucks. 


The ice cream packages are stored in the cold room in 
200-gallon aluminum bins. Forty-eight of these bins make 
a full rail car shipment and the bins are transferred from 
the storage room directly to the car by lift trucks. This 
method eliminates about 75 per cent of the direct labor 
time which was normally required to load 2600 gallons of 
ice cream, according to R. E. Kibbe, Plantation’s Vice 
President in charge of production. 

From the branch holding plants, the same type of local 
distribution system for ice cream will be used as in the 


Miami area. 


Just Part of the Story 


The distribution of the frozen product is just part of 
the Plantation Foods story. The company which entered 
the ice cream business in mid-April is using revolutionary 
merchandising methods and is producing the ice cream in 
what has been described as the most modern type plant 
ever designed in the United States. 

When he decided to enter the ice cream manufacturing 
and merchandising held, Mr. Patterson decided that he 
would require some new techniques in packaging and mer- 
chandisng in order to successfully compete against already 
established brands. The packaging policies behind the 
Velda Ice Cream — the trademarked name for Plantation’s 
products —~ are said to incorporate some of the executive's 
ideas. 

Mr. Patterson has always fele that the future of the ice 
cteam industry belongs to the producer of a packaged ice 
cream that has the creaminess and texture of bulk ice 
cream. Consequently, Plantation Foods is producing three 
sizes of packages in the Florida plant. 

The basic package is the square pint, which is filed into 
a standard carton containing no printing whatsoever. The 
pint carton is hardened, and then overwrapped with a single 
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thickness of corrugated board and then wrapped and heat- 
sealed in a four-color wax paper package ready for distribu- 
tion to the stores. 

The other two package sizes are built on the Diced 
Cream Company of America, Inc., inasmuch as Plantation 
Foods is the licensed Diced Cream plant for the Florida 
region. 

The Diced Cream is merchandised through the stores 
in two sizes of packages——one containing six Dices (equiva- 
lent to 1°S pints) and the other containing twenty Dices 
(equivalent to gallon). 

These are wrapped together inside a corrugated wrapper 
similar to that used on the pint package and then over- 
wrapped with a four-color wax paper which ts heat-sealed. 

The pint packages are buile around a large four-color 
photograph of an actual serving of ice cream. The ice 
cream photograph is in natural color. Three packages — 
vanilla, chocolate, and strawberry — are now available and 
production of special flavors is anticipated in the future. 
The color background on the packages has also been 
worked out to tie in with the flavor of the ice cream, so 
that the buyer can readily identify the flavor either from 
the photograph or from the tinted color background which 
on the vanilla pint package is cream yellow; on the straw- 
berry package, light pink: and on the chocolate, light tan. 

On both the pint and the half-gallon Diced packages the 
central illustration is the pair of lady's hands opening the 
Diced cream and the Dice is reproduced in the actual color 
of the ice cream, being vanilla, chocolate or strawberry. 

The same background tints are used as in the pint pack- 
age, but in the Diced cartons, Velda is now producing 
special flavors of ice creams and sherbets. The special ice 
cream flavors are labeled plainly on the front and have a 
light blue tint background, while the sherbets are labeled 
in the same way, but employ a light green tint background. 

The Diced packages are also put up in special combina. 
tions —- one of six, containing two dices each of vanilla, 
chocolate, and strawberry, and the halt-gallon combination 


contains eight vanilla, six each of strawberry and choco 


(Coatmued on page 124) 
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STABILIZED 
STRAWBERRY 


TRAWBERRY ice cream has long been popular with 
S the consumer. Investigations conducted to improve 
the quality of strawberry ice cream have been centered 
around the preservation, amount, preparation, and variety 
of fruit used in the manufacture of this product. Results 
of consumer research have demonstrated that to insure 
adequate consumer acceptance, strawberry ice cream must 
have appealing color and appearance, be smooth in texture, 
have visible, evenly distributed fruit particles including the 
seeds and possess a full uniform strawberry flavor. Fruit 
products for ie cream, especially strawberries, have long 
been criticized by the consumer on the basis that if fruit is 
incorporated in large appealing portions, the fruit particles 
are sure to be icy and the ice cream coarse. This detracts 
trom the fall enjoyment of the product. 

A large percentage of the strawberry ice cream is made 
by use of frozen berries. Different investigators have done 
a great deal of work on the technical problems involved in 
the freezing of strawberries that are to be used later for 
flavoring ice cream. Artention has been directed to the 
value of stabilizing fruit that is to be used by the ice cream 
industry. 


Value of Fruit Stabilization 


The value of fruit stabilization is recognized as: (1) en- 
hancing the body and texture, color and flavor of the fin 
ished product, and (2) aiding in maintaining the fruit par- 
ticles un more nearly their original torm. Both of these 
factors are of ultumate umportance in establishing desirable 
consumer acceptance of strawberry ice cream. 


BY DR. W. S. ARBUCKLE 
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BERRIES FOR 
ILE CREAM 


Fruits may be stabilized by the fruit packer or by the ice 


cream manufacturer in the plant. 


Results of a study designed to ascertain the effect of fruit 
stabilization on the quality of strawberry ice cream are sum- 
marized here. 

Several common fruit stabilizers were selected and used 
to prepare fruit in the plant according to recommendation 
of the manufacturer. These were compared to fruit stabi- 
lized by the fruit packer and to non-stabilized fruit in the 
manufacture of ice cream. The basic mix used consisting 
of 12 per cent fat, 10.5 per cent milk solids-not-far, 15 


per cent sugar, 0.3 per cent stabilizer, and 37.8 per cent 
total solids. 


Numerous Observations 


The ice cream was frozen on a continuous freezer and 
whole frozen strawberries were added at the rate of 20 per 
cent with a fruit feeder. Numerous observations were made 


on the fruit and the finished ice cream. 

Visual and organoleptic examinations were made of the 
ice cream and photomicrographs were taken of the internal 
structure of the different strawberry preparations and of 
the different samples of ice cream. 


The effect of stabilization on the characteristics of frozen 


strawberries is described in Table I. 


The strawberries stabilized during the normal fruit freez- 
ing procedure by the fruit packer provided the best fruit 
examined. The firm wholesome appearance as weil as the 
desirable red color of the fruit contributed greatly to this 
decision. Organoleptic examination revealed a natural fla. 
vored berry without any great degree of coarseness. 

The stabilizer added during the normal fruit freezing 
process greatly aided in the retention of the original struc- 
ture of cell tissue. Ruptured tissue by large ice crystal for- 
mation permits bleeding and loss of flavor in the berry par 
ticle. This was indicated by an increase in the acid content 
of the syrup trom the berries that were not stabilized. 

Photographs | and 2 illustrate the influence of stabiliza- 
tion on the internal structure of frozen strawberries. Srabi- 
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lization results in the formation of small smooth ie crystals 
as compared to the larger sharp edged crystals found in 
unstabilized frunt. 

In the first photo is an illustration of the structure of 
unstalulized frozen strawberries, showing the large, irregu- 
lar ice crystal formation. The structure of stabilized frozen 
fruit, showing smaller, more uniform ice crystal formation 
may be seen in photo number two. 

The effect of stabilizanion of the fruit on the character- 
istics of strawberry ice cream is described in Table II. 

Table II shows that the ice cream made by use of straw- 
berries stabilized by the fruit packer was superior in all 
factors observed. The frozen strawberries thawed and stabi- 
lized in the ice cream plant produced a satisfactory finished 
product in all factors except in melting qualities. All the 
products used in this study produced over stabilization in 
the finished ice cream. This was due to the fact that a large 
portion of the stabilizing material remained in the berry 
juice and was more effective in stabilizing the mix than in 
stabulizing the berries. 

Photographs three to six show the influence of fruit 
stabilization on the internal structure of strawberry ice 
cream. In photo number three, small, uniform ice crystals 
and desirable texture characteristics are apparent. Photo 
number four shows the structure of unstabilized straw- 
berries as occurring in finished ice cream. Large, irregular 
ice crystals and coarse texture characteristics can be seen. 
Photo number five shows large ice crystals present in an 
unstalulized berry surrounded by smaller we crystals of 
the ice cream. The typical structure of stabilized strawberry 
occurring in ice cream, showing smaller, more uniform ice 
crystal formation is seen in photo number six. 


Summary 


Several general statements may be made concerning the 
influence of stabilized fruit on the various characteristics 
of strawberry ice cream. 


A superior quality product in all respects can be expected 
when ice cream is made with commercially stabilized straw- 
berries. In general, strawberries stabilized in the ice cream 
plant will improve the finished ice cream, but not to the 
same degree achieved when the berries are stabilized by 
the fruit packer. 


The use of fruit stabilized in the ice cream plant resulted 
in a finished ice cream that exhibited a tendency to be over- 
stabilized and possessed poor melting qualities. 

Improvement of flavor intensity may be expected with 

of both plant stabilized and commercially stabilized 
fruit, since the berries do not become icy and the ice cream 
surrounding the fruit particles does not develop any marked 
degree of coarseness. 

Consideration is directed toward the paramount value 
of adding a stabilizing clement to fruit during the normal 
packing process. The inclusion of a fruit stabilizer at this 
point is most convenient and economical for the ice cream 
manufacturer and is most effective as it prevents the occur- 
rence of any appreciable damage to the tender fruit tissue 
by arresting ice crystal formation in its initial state. This 
practice is well worth remembering when considering the 
value of using stabilized fruit in the production of quality 


we cream. 
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CHOCOLATE. | 
MARSHMALLOW 


Give your ice cream taste appeal... 
buy appeal with Johnston Marshmallow and 
Johnston Chocolate and Butterscotch 


It's the luscious, mouth-watering Marbelized ice creams that are ringing up extra 
sales — extra profits. So give your own we creams this extra sales push — get set 
now with Johnston Marbelized flavors. Sales tried — sales proven . . . they make 
even the finest ice creams better! See your Johnston representative and get your 
Marbelized flavors set for the bigger than ever season coming up. And don't for- 
get the hard hitting point-of-sale material Johnston provides to help you sell! 


Semple these winners os well os other fo- 
meus Johnston ke creem products af the 
DISA. Convention Oct 16-21, Conwen- 
tien Mell, Atlentic City 
Vie#® os our convertion heedeqverter: of 
the Hete! 
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PIS HE opportunites for storing milk solids-not-fat for 
use im ice cream are unlimited and with the advent 
of more technical research along these lines plants 

are no longer limited to the sole use of fresh ingredients 

during the fall and winter periods. However, it must be 
remembered that certain rules govern the storage of milk 
solids-not-fat and that storage is not a means of using up 
returns or low quality raw materials. Shopping for raw 
materials must be undertaken with the same precautions 
in mind as if one were buying for immediate use since the 
quality of a stored product will undoubtedly deteriorate 
with age 

The storage of milk solids-not-tat may be considered 

a gamble due to fluctuating prices or may be ruled unpos- 
sible due to the lack of equipment, storage facilities of 
supply of raw materials; however, it is not the purpose of 
this paper to present arguments for or against storage bur 
rather to discuss the various products chat can be stored, 
yet be imcorporated at a later date into mixes without 
lowering the quality of the finished product to a marked 
degree 


Dry Milk Solids 


For years the industry has been using dry milk solids 
im we cream. Thu product may Of may not contain burter- 
tat depending whether whole of skummilk was used in its 
preparation. Since butterfat is relatively unstable during 
storage, being subject to oxdative and lipolytic rancidity, 
most plants store non-fat dry milk solids commonly called 


BY JOSEPH A. MEISER, JR. 
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ore 


skim milk powder, Only skim milk of excellent quality, 
processed according to accepted standards, packed in air- 
tight containers, and stored in cook dry places should be 
used. The product should be removed from storage inside 


of three months and incorporated into mixes if ice cream 


of the highest quality is to be obtained. 


This product may be prepared by several different proc- 
esses, namely, film drying by atmospheric or vacuum drum, 
flake drying, and spray drying. According to Pompa (4) 
and others the spray product is the best for use in ice cream 
since it has smaller, more uniform particles and contains 
less insoluble matter than the drum processed product. 
However, certain other factors may delegate the use of 
drum processed powders which have been and are being 
used un the ice cream industry today. Also, one hears about 
other dred products such as dry sweet cream buttermilk, 
dry whey solids, base exchange treated skim milk powders 
and low lactose milk powders; however, these products 
are substituted into ice cream mixes in minor quantities 
and are seldom stored by individual plants in sufhcient 
quantities to be considered here. 


Frozen Concentrated Products 


At present there are no figures available showing the 
per cent of frozen condensed products being used in the 
ice cream industry today but these products are being used 
with considerable success. Frozen concentrated products 
may be divided into two categories, namely, plain and 
superheated, and again both whole milk and skim milk 
are used in thew preparation. As in the case of dry milk 
solids, all raw ingredients used in the preparation of frozen 
products must be tested for acidity, flavor, sanitary quality 
and freedom from copper contamination since frozen hy- 
drated products will undergo lipolyne and onidative 
changes. 


Manutacturing procedures tor trogen condensed milks 
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A“HOT” ITEM FOR COLD WEATHER SALES! 


Especially since it costs so little to make! 


PURE-MAID ICE CREAM SANDWICH 


ERE IS AN INDIVIDUALLY PACK. 
AGED serving unit made of virgin 
white board with the sandwich biscuits al- 
ready held firmly in place, ready to receive 
the ice cream. A clear plastic hose with a 
stainless steel double nozzle is connected 
directly to your present continuous freezer. 
\ stainless steel precision cut plate is placed 
over a box of PURE-MAID containers. 
That's all there is to it' You fill directly 
from the continuous freezer right into the 
containers without taking them out of the 
hex, MINIMUM PRODUCTION WITH 
THREE WORKERS Is 400 DOZEN SAND. 
WICHES PER HOUR, ALL PACKAGED 
AND READY TO DELIVER! 
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are controvermal; however, it appears that a forewarming 
temperature of at least 170 F. is essential if chances of 
oxidation in the finished product are to be reduced to a 
minimum. Josephson (3) and cthers recommend preheat. 
ing temperatures of 190 F. for 15 minutes and condenss- 
tion rattan of tw | (3%. TS.) im concentrated whole 
milks and 4 w | (36°. T.S.) m concentrated skim milks. 
More recent research by Doan (2) has shown that fore- 
warming temperatures above 170 F. lessens the stability of 
the protein, thus making reconstitution of the frozen prod- 


uct more difhculr. 


Superheating vs. plain has been debated 
quite strongly. Personal observations of the author (1) 
indicate that plain condensed on storage wheys off con- 
uderably whereas superheated forms a gel on prolonged 
storage, yet both products reconstitute satisfactorily at 
160 F. Seemingly, the destabilized protein produced by 
superheating w of a different physical nature than the 
flocculation produced by freezing. Added body in the 
finished ice cream is not guaranteed by the use of frozen 
superheated products; thus, its use has not gained too 
much favor. As is the case with dry milk solids all frozen 
concentrated products must be used inside of four months 
if tap quality ice cream is to result. 


During the war, enormous amounts of sweetened con- 
densed milk was stored. This product is still used in large 
quantities throughout the nation; however, it is difficult to 
handle due to its high viscosity; also, few plants are 
equipped to manufacture this product. Its chief advantage is 
that it can be stored readily without fear of decomposition. 
Thus, in some instances, continued storage of this product 
is to be recommended. 


Emergency Methods 
Throughout the years attempts have been made to per- 


fect methods of storing ice cream mixes. The resulting 
products of these investigations have been concentrated 
mix, frozen mix, and powdered mix. Although these prod. 
ucts are not used to any great extent in commercial opera- 
tions, they may be cited as a method of preserving mix 
during surplus periods, During the war and even at this 
date various forms of the above products were placed on 
the market, used aboard ships, and overseas. Today, many 
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housewives use several of these commercial preparations; 
however, little mix is stored by plants in this form. 

Dahle (1) prepared a concentrated mix that could be 
preserved by freezing. The condensation ratios used were 
2 w | and 3 to 1. Upon removal from storage, all that 
was required to process this mix was to add the required 
amounts of sugar, stabilizer and water followed by pas- 
teurization. Later investigations by Dahle (1) showed thar 
plain ice cream mix could be frozen and stored until later 
demands. This eliminated the further addition of ingredi- 
ents and processing procedures such as pasteurization and 
cooling. The limiting factor, however, to the above pro- 
cedures is the lack of adequate storage facilities so com- 
mon in the dairy plant. Powdered ice cream mixes as they 
appear today are usually manufactured to meet Army 
Quartermaster specifications (5) containing not less than 
27 per cent milk fat, 27.5 per cent m.s.n.f. and 39.5 per 
cent sugar; not more than 1.0 per cent stabilize, 2.25 per 
cent moisture and 2.75 per cent unspecified material. Pro- 
duction of this product is not primarily designed as a 
means of utilizing surplus mixes but could be so adopted if 
equipment and facilites are available or for hire. 


Conclusions 


It must be remembered that the purpose of this paper 
was not to present a complete documented procedure for 
the manufacture of the products covered, or to discuss the 
economics of this subject, but rather to discuss briefly sev- 
eral of the forms in which milk solids-not-far may be stored 
in ice cream plants. Far more technical information is 
necessary if one desires to store milk products 
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BOND DISPLAYS Create the impulse that 


Sells Your ice Cream! 


Every item was crossed from her list . . . her shopping, she 
thought, was completed. But that was before her eye was caught 
by the colorful Bond Display. Then impulse went to work! 


RESULT: An extra sale! An extra profit! 


Yes, a Bond Display moves your ice cream out of the cabinet 
and into the shopping bag. 


Best of all, you can have Bond Displays tailored to your indi. 
vidual needs, economically produced in large or small quan 
tities. Steck illustrations of special color photos of your 
particular brand for extra prestige. Two or three dimensional 
subjects. The choice is yours! 


Se cash in on impulse now! Mail the attached coupon for free 
information, display ideas and . . . 


2550 HAVERFORD ROAD 
ARDMORE, PENNSYLVANIA 


Impulse Buying Through Coler Photography 
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Schaefer Cabinets 
ell More ice Cream 


GLASS TOP 
CREAM MERCHANDISERS 
4 models —Cepecities from 378 
te 1151 pint peckeges. 


nd 
3 
= 
© 
x 
: 
x 
a 


CHEST TYPE ICE CREAM CABINETS 
3 models — Copecities tram te 17 Vy geltens. 


SINGLE ROW ICE CREAM CABINETS 
2 medels— 10 end 20 gellen copecities. 


That's right! Schaefer is the Talk of the Industry! It's easy to see why. 
Schaefer gives you more for your dollar...more capacity... more models to 
choose from...more in appearance...and more dependable performance. 


EXTRA CAPAQTY 
CREAM CABINETS 


3 models Dipping cope- 
city 55 te 85 goetions. 
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FRUIT FLAVOURS 
—AND UTHERS- 
BE “TOPS 


RUIT ice creams play a more important role in the 

ice cream industry than their total volume would 

indicate. These flavors give variety, eye and taste 
appeal to ice cream. Each of these factors is important 
from the standpoint of gaining new customers and retain- 
ing old ones. It is equally true, however, that customers 
can yust as easily be lost by a firm which fails to produce a 
high quality fruit ice cream. In the highly competitive situ- 
ation in which the ie cream manufacturer finds himself at 
the present time every flavor must be tops. 


During the wartime emergency period the prestige of 
fruit ice creams suffered. This was true because fruits were 
not available or were too high in price to make it possible 
to use them im adequate amounts. During this period sub- 
stitutes for good fruits made their appearance. The use 
of extenders and fortihers came itno use, all of which gen- 
erally detracted from public acceptance of these flavors. 
One of the value lessons which came out of this wartime 
experience was that miracles can't be performed with sub 
stitutes for real fruits. Ar the close of the war many manu- 
facturers found themselves with fairly heavy inventones of 
wartime flavors. Fortunately, most of these flavors have 
now been used up and genuine high quality fruits are once 
more being used as flavoring materials. One of the jobs, 
however, which remains unfinished is to restore confidence 
of the consumer in fruit ice creams. 

Advertising material of a most attractive nature is being 
used effectively for the purpose of enticing customers to 
use tice cream. Certainly fruit we creams lend themselves 
most admirably to this type of advertising. These favors 
have what it takes in the way of eve and taste appeal to 
attract customers. Even the package today has become an 
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effective selling aid. These promotional activities are ex- 
cellent, but whether they will have a lasting value will de- 
pend mote upon the quality of ice cream which is in the 
package than upon any other single factor. A question 
which every ice cream manufacturer should ask himself is, 
“Does my ice cream measure up to claims which are being 
made for it through advertising and sales promotional 
activities?” The old axiom that one should not advertise 
unless he can deliver the goods would seem to be a good 
rule to follow in the ice cream business at the present ume. 
Every piece of advertising should be backed up by a prod- 
uct which will prove every one of the claims made for it 


to be true. 


Standards for Each Flavor 


Uniformity is umportant in securing customer confidence 
in any ice cream flavor. It becomes extremely important, 
therefore, that before a flavor is placed on the market that 
exact specifications for that flavor be established and once 
adopted they should be adhered to without fail. Planning 
what flavors are to be offered for sale, what type of flavor- 
ing material is to used, how much of that particular flavor 
which is to be used, how it is to be incorporated, what kind 
and how much color, if any, should be added, are points 
which should be decided in advance. Once these points 
have been decided, the specifications should be written up 
and placed ori hle with whoever is to be in charge of the 
production of that flavor. It is never safe nor desirable to 
have someone try and carry the details of how to make 
these different flavors in his head. Too often they are 
remembered incorrectly and the resulting ice cream lacks 
that essential quality of uniformity. 


Standards adopted for the preparation of an individual 
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flavor should be based upon actual expermmentanon. Pilot 
batches should be prepared to make certain that the stand- 
ards goven will produce the most acceptable ice cream from 
the standpow: of customer appeal. Naturally, in establish 
ing standards for any given flavor, cost must be considered. 
If the cout of a particular flavor is prohibitive, then per- 
haps it would be better to delay or postpone the production 
of that flavor unnu!l a more opportune time rather than 
cheapen it by the use of less flavor or by combining with 
it some syntheric flavor of inferior quality. 

Too often we have been prone to switch our standards. 
As a result, the consumer frequently does not know what 
to expect when a particular flavor is ordered. Incegrity in 
honestly representing flavors to the public is just good 
business. Scrict adherence to the standards established for 
each flavor is a must if we are to regain the confidence of 
the consumer in fruit ice creams. 


Good Mix Essential 

It goes without saying that the basic mix must have 
been properly processed and compounded from good quahi- 
ty raw materials. Freedom from copper contamination is 
umportant if stale, oxdized flavors are to be prevented in 
the production of certain fruit flavored ice creams, This is 
especially true of strawberry ice cream. 

The mix should carry adequate amounts of solids so 


that the dilunon effect of the added fruit will not lower 
the fat content below the legal minimum fat standard, nor 
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the serum solids below approximately 9.5 per cent. A basic 
mix which contains not less than 12 per cent butterfat, and 
not less than 11 per cent serum solids, should prove satis- 
factory for the production of fruit ice cream. 

One of the objectives in the manufacture of fruit ice 
cream is to reproduce, in so far as possible, the natural 
fresh fruit flavor in the ice cream. There are available to 
day many sources and varieties of fruits which are well 
adapted for flavoring ice cream. Fruits most widely used 
by the ice cream industry include: (1) processed canned 
fruits, (2) fresh fruits and (3) frozen fruits. Each of 
these have certain advantages and limitations which will be 
discussed separately. 


Processed Fruits 


Processed canned truits offer certain advantages over 
either fresh or frozen fruits for use in ice cream. They are, 
or should be, free from bacterial contamination, they are 
convenient to use and are available cither as single fruit 
flavors or in various combinations. The chief criticism 
against the use of processed fruits is that the flavors and 
color of certain fruits is not maintained as well as when 
the fruits are frozen. This applies particularly to straw- 
berries, raspberries and peaches. In the case of high acid 
truits, some difhculty may be experienced during storage 
with what is known as a hydrogen swell. This defect mani- 
fests itself by @ swelling of the can, loosening of the seam 


and leakage of the product from the can. Although this 


detect is not dangerous from a public health viewpoint, 
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the flavor of the fruit is impaired. The use of inferior 
quality un plate immediately following the war, combaned 
with prolonged storage at high temperature were responsi- 
ble for most of the trouble expemenced with hydrogen swells 
The storage of pressed fruits at 40 F. is an effective con- 
trol measure for this difficulty. 


Fresh Fruits 


The use of the fresh fruits is seasonal and is restricted 
to those areas where they are available at a reasonable price. 
The fresh fruits require additional labor for preparation. 
When obtainable at a reasonable price fresh fruits con- 
stitute an excellent source of fruit flavor for ice cream. 


Frozen Fruits 
The growth of the frozen foods industry has brought 


‘within reach of every ice cream manufacturer a wide variety 
of trogen fruits. There are reportedly more than twenty 
varieties of fruit now being prepared in frozen form which 
are suitable for use in ice cream. 

Frozen fruits are available in two forms, namely, as 
whole, crushed or sliced fruit, and as frozen fruit purees. 
The popularity of frozen fruits for use in ice cream can 
be attributed to one quality which such fruits possess, 
namely, that of a superior natural fruit flavor. The natural 
flavor of many fruits can be preserved to a greater degree 
of freezing than by any other means. Not only is the 
flavor preserved, but the natural color can likewise be main- 
tained through the addition of ascorbic acid. The addi- 
tion of 0.25 per cent ascorbic acid has proved effective in 
preventing discoloration and undesirable oxidative flavor 
changes. 


Potennally frozen fruits constitute an excellent source of 
flavor for ice cream. In the selection of frozen fruits for 
use im ice cream there are two primary considerations, 
namely, (1) flavor, and (2) sanitary quality. The flavor 
will depend upon the variety of fruit, degree of ripeness 
when packed, care exercised in selection of the fruit, and 
the method of handling both at the packers and in the 


ice cream plant. 


The fruit packers are making considerable progress in 
packing fruits to meet the requirements of the ice cream 
industry. Most frozen fruits are being packed today in 
thirty pound tins in contrast to the barrels which were 
commonly used several years ago. The use of this smaller 
container is not only more convenient to use and handle, 
but the opportunity for deterioration in the fruit due to 
the action of microorganisms is reduced because of faster 
freezing. Methods of sorting, grading, cleaning are con- 
stantly being improved; however, perfection has not been 
attained as yet in this new and rapidly growing industry. 

The sanitary quality of frozen fruits must not be taken 
for granted by the ice cream industry at the present time. 
Not only may frogen fruit be contaminated with extraneous 
material, but frequently it may be an important source of 

| comtamination to ice cream as well. Organ- 
isms of the coliform group are all woo frequently found in 


frozen fruits as supplied to the ice cream industry at the 
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present time. These observations indicate that frozen fruit 
must be subjected to a rigid examination for extraneous 
material and for bactenological quality before being ac- 
cepted for use in flavoring ice cream. It is gratifying to 
note that the fruit packers are adopting control measures 
which should insure the ice cream industry a supply of 
fruit which will meet its exacting requirements. Today, 
however, careful inspection of each lot of frozen fruit is 


essential if quality standards for ice cream are to be main 
tained. 


The question of purchasing whole, sliced or crushed fruit 
in the frogen form is another problem to be considered. 
Better flavor is attained through the use of whole fruit. 
Although the cost of the whole fruit is slightly less, the 
use of sheed of crushed fruit may yield a product of sufh- 


ciently better flavor to justify the increased cost. 


A common fault of frozen fruits as purchased is that the 
sugar is not completely dissolved. When this occurs there 
is usually a hard crusty layer of sugar over the top of the 
fruit and frequently another layer of undissolved sugar of 
taffy-like consistency at the bottom of the container. The 
sugar has two important functions to perform, first, to 
retain the natural flavor of the fruit, and, secondly, to re- 
tard of prevent bacterial deterioration. These functions 
cannot be performed unless the sugar is dissolved. In 
using such fruit extra time and labor are necessary in the 
removal of this crusty layer of sugar which, entails not 
only a loss of sugar, but a loss of flavor as well. Ice cream 
manufacturers can do much to correct this situation by 
insisting that the packer mix the sugar with the fruit in 
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the correct ratio until all of the sugar is completely dis 
solved. Equipment and know-how are available in the 
frozen food industry for the proper incorporation of the 
sugar with the fruit. 

In securing the maximum benefits from the use of frogen 
fruits in ice cream, they must be stored and handled prop- 
erly in the ice cream plant. Frozen fruits must be slowly, 
but completely, defrosted before use. This is best accom- 
plished by placing the containers of frozen fruit in a room 
at 40 F. for approximately two days before the fruit is to 
be used. Rapid defrosting at higher temperature levels 
should be avoided since the flavor of many fruits is affected 
when the fruit is permitted to warm up. When fruit is 
permitted to remain im contact with the sugar syrup for a 
considerable period of tume, the fruit becomes impregnated 
with the sugar, its freezing point is lowered and the pres- 
ence of hardy icy pieces of fruit in the ice cream is thus 
avoided. Excessive stirring or agitation of the fruit is to 
be avoided as is contamination with metals, such as copper, 
iron, etc. 


To secure maximum eye appeal in fruit ice cream there 
are a number of procedures which may be employed. 
Whole, crushed or sliced fruit may conveniently be added 
with the aid of a fruit feeder when the continuous freezer 
is used. It is important in using a fruit feeder to have the 
truit thoroughly chilled prior to use. If this precaution is 
not taken, partial melting of the ice cream will occur when 
warm fruit is added to it. When this water is refrozen dur- 
ing the hardening process, large ice crystals will be formed 
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ANHEUSER-BUSCH 


the 


in ice Cream merchandising 
Atlantic City, Oct. 16-21: Booth 1315 


_. and also invites you to share their 
hospitality at the Claridge Hotel 
where BUDWEISER — the world’s 
most famous lager beer 

will be host. 


mark of excelieance 


REFRIGERATED CABINET DIVISION 


Anheuser-Busch. inc. Saint Louis. Missouri 
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Two Factors 


NE of the most important problems which faces 

every manufacturer is how to get and keep cus 

tomers. During the past few years the sale of ice 
cream has been declining. The desire and aim of every 
manufacturer of ice cream is to turn this sales curve up 
again. The big question is how can this be done. The 
tundamental principles of successful merchandising are 
to have a good product, price it right, and put the neces: 
sary sales effort behind the product. 


According to recent estimates, consumption of ice cream 
and similar products here in the United States last year 
was approximately 42 pints per person, or about 3 times 
more than it was 25 years ago. There are many reasons for 
this popularity; chief among them is taste appeal. 


Two other factors which are very important along with 
food value in securing and maintaining customers for your 
products are quality and sanitation. 


E. E. Stewart, senior Vice President of the National 
Dairy Products Corporation, when asked what he con- 
sidered should be the cornerstone of the ice cream industry's 
planning for next year replied, “My answer is, first and 
always: quality. As costs rise and sales decline, the tempta- 
tion of some may be to make up for increased costs by 
degrading quality. Nothing hurts the ice ceram sales more 


BY PROF. W. H. MARTIN 


Kansas State College 
Manhattan, Kansas 
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than the dissatisfaction of the consumer because of low 
quality. Uniformly high quality is the best stimulus to 
repeat sales.” 

There is considerable concern in some sections of the 
country regarding the practice of substituting vegetable 
oil in the place of milk fat im ice cream and other frozen 
products. In commenting on this practice Ridgway Ken. 
nedy, general manager of Abborts Dairies, Inc., Phila. 
delphia, says, “I cannot understand, however, why such 
manufacturers who are in the milk and ice cream business 
do not realize where they are going to get their milk solids, 
when they put the dairy cow out of business. They cannot 
make ice cream with vegetable oi! substituted for cream 
without using milk solids.” 


Cleanliness Pays Dividends 


The value of an effective sanitation program in any food 
product cannot perhaps be immediately measured in dollars 
and cents, but in building customer good will, it has a 
very definite place in the sales and merchandising program. 


Sanitation Tests 


The most commonly used methods for determining the 
sanitary quality of we cream and similar products are the 
standard plate count and the test for coliform bacteria. 
The phosphatase test may be used to determine proper 


pasteunzation of the ice cream mix. 


The results of the standard plate count reflect the bac- 
terial quality of the pasteurized mix as well as the condi- 
nons under which it ot the frozen product has been handled. 
A high count should call for an examination of ingredients 
and production conditions to locate the source of the exces- 
sive numbers of bacteria. 


The bacterial standards for ice cream and related prod- 
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ucts are quite tolerant in most states. The usual require- 
ment is a maximum of 100,000 per gram or per mi, In 
one state the requirement is 90,000 and m another the maxi- 
mur is 500,000. The principal reason for the liberal stand 
ard is that bacteria are more difhcult to destroy by pasteuri- 
zation in ice cream mix than in milk. 


That is because of the presence of sugar, stabilizers, and 
other ingredients which tend to protect the bacteria from 
the heat. A high standard plate count does not necessarily 
indicate the presence of disease-producing bacteria, nor does 
a low count indicate the absence of them. A high bacterial 
count generally indicates a neglected product. 


Among the common causes for high counts in ice cream 
and similar products may be one or a combination of the 
following factors: (1) poor quality ingredients, (2) im- 
proper processing such as inefhcient pasteuration or age- 
ing too long or holding mix at too high a temperature, (3) 
inadequate refmgeration of ingredients or of the mix before 
or alter pasteurization, (4) unproper cleaning and steriliza- 
tion of equipment, (5) careless employees who, either un- 
wittingly or otherwise, neglect to process the mix properly 
or to clean the equipment carefully, and (6) the addition 
of fruits, flavor, nuts, color and other ingredients which 
may add contamination to the mix at the freezer. 


The presence of coliform organisms in ice cream and 
similar products and their mixes may be due to faulty pas- 


teurmation, contaminanon from umproperly sterilized uten- 
sils or the addition of materials to the mix which have not 
been subjected to pasteurization temperatures. The stand- 
ard for coliform bacteria in ice cream varies considerably 
from locality to locality and many localities have no coli- 
form standard. The UU). S. Public Health Service has set 
a standard of 10 or less as satisfactory for we cream. 


The phosphatase test is used as a measure of proper pas- 
teurization of the mix. The phosphatase enzyme occurs 
in all raw dairy products and this enzyme has the ability 
to liberate phenol or phosphoric phenyl esters. This phenol 
may be determined colorumetrically by the use of a suitable 
indicator. The Sharer test in the Sanders and Sager modi- 
fication may be used. A temperature of 155 to 165 F. or 
for 30 minutes is sufficient to destroy the enzyme phos- 
phatase and all coliform bacteria that might be present in 
the mix, as well as any disease-producing bacteria that 
might be present. Certain substances may interfere with the 
phosphatase test. Pure vanilla has no effect on results, but 
artificial and imitation vanilla and coumarin or vanillin 
may cause a positive test. Suitable controls should always 


be used to determine whether or not false positive test has 
occurred. 


The sediment test may be used to reveal the amount of 
visible insoluble matter in ice cream and thereby furnish 
additional information concerning the degree of care exer- 
cised in its handling. (The test is simple and easy to make. 
Usually a 100 gram sample of melted ice cream is diluted 
with hot water and the mixture filtered through a small 
cotton disk.) There are no established standards for sedi- 
ment in ice cream; however, should the sediment pad show 
the presence of sediment of any sort, the necessary cor- 
rective measures should be taken to keep it out. 


Factors Affecting Bacteria 


The flavor of a product like we cream depends princi- 
pally on the quality of the ingredients used. Pasteurization 
may kall the bacteria present and reduce the bacterial count; 
still the damage to the flavor of the product may already 


have been done. Neutralization of the mix may reduce the 
acidity but it does not restore its original fresh flavor. 
An acid test on the mix may reveal the extent to which it 
has been neutralized, or it may give some indication on 


® Dairy engineers with pienty of 
you with your problems. 
Three 
im the 
Bales engineers with competent and long experience 
are in touch with you at ail times 


tse the ef theee men 


“know how” to help 


of them with on average of 24 years experience 


porte ger They are at your 
ice 

Mighty trained service mechanics te simplify your in 
staliations and maintenance problems 


Pour have at average 
the Dairy lLedwetry 


of 30 years perience each in 


Years In the Dairy and Ice Cream Industry 


Here's what it can do for YOU! 


WISNER MANUFACTURING CORP. 


* Ample stocks to meet your emergency needs. 
Mere than We feet of floor space devoted 
exetbasivety t: Lhairs amt lee Cream In 


serving the 
fustries 

*® Modern lines of equipment and supplies to fit your 
needs 
Chester Jeneen, Contimental Equipment, De Laval, Di 
vereey, Girton, Johneon & Johnson, King Zeere, Pfaudier, 
Masten tiaulin, Rice & Adame, Sealright,. Thateher, Tri 
‘lever, Waukesha. York, and many others 
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SEALRIGHT'S 


MARKS THE SPOT OF THE 
SEALRIGHT DISPLAY 


(Space 1344 — Convention Hall) 


Here's one thing we don't want our friends in the dairy and ice 
cream business to forget! This year Sealright moves to the lower 


level of Convention Hall to give you bigger and better top-level 
Dairy Show attractions. 


Be sure to stop and visit us and see these outstanding new Sealright 


developments: 


% SEALKING ... the new idea in fluid milk paper packaging. 


% THE NEW SPECIALTY SEALON APPLYING MACHINE. Now vou 
can get Sealon protection for cottage cheese 
jars and gallon containers. 


THE NEW ALSERVIS NESTYLE for Ice Cream. 


i And new cottage cheese Nestyle applying 
equipment. 


ADDED ATTRACTION! Don’t miss the 
S | e h “Generation of Packaging Promotion”. 
Ca ng SANITARY PAPER CONTAINERS 
AND CLOSURES 


Co.. N. ¥.. Kansas Ciey, Kansas: Sealright Pacitc Led.. Los Angeles, Calif.: 
Canatean Co. Lym. Canadas 
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HOVEY, STANTER & CO., Inc. extends cordial 


invilalion to visil our headquarters al the 


Hotel Brighton, Atlantic City, Oct. 16—21 


C. M. (Check) Hovey 
}. M. Martin 


j. (Joe) Martin 
C. P. (jerry) Bourlier 


Milk *« Cream * Milk Powder * Condensed Milk * Butter * Frozen Eggs 


100 HUDSON ST., NEW YORK, N. Y. 


whether or not the mix has been properly handled after 
pasteurization to prevent acid development. 

The bacterial count of the mix ingredients may have 
some bearing on the count of the pasteurized product. 
Thermodurie bacteria, heat resistant types which survive 
pasteurizationymay result in a product of high bacterial 
count 

Although flavoring and coloring matenals usually have 
a low bacterial count, they may if allowed to stand in open 
containers develop large numbers of bacteria. Containers 
used to handle any form of flavoring or coloring should be 
cleaned and sterilized as thoroughly as other utensils. The 
tact that they are added two the mix after pasteurization 
emphasizes the importance of insuring that they contain 


KANDEE MACROON BITS 
FLAVORS 


FUDCE POWDERS _ 


WALKER 5-2927 


relatively few bacteria and that they are not of the disease 
producing types. Flavoring and coloring materials, if al- 
lowed to stand open in the plant, may support the growth 
of large numbers of bacteria. Containers used to measure 
or handle any form of flavor or color should be cleaned 
and sterilized as thoroughly as other types of dairy equip- 
ment. 

Fruit and nut meats may constitute an important source 
of bacteria since they are often added to the ie cream or 
used as toppings in the raw state. Tracy and Brown have 
recommended the following treatments to reduce numbers 
of bacteria in raw fruits and nuts. Strawberries: Heat to 
145 F. for 30 minutes or 160 F. for 15 minutes. Peaches: 
Heat as directed for strawberries, or dip in boiling water, 


INSTANTLY SOLUBLE CHOCOLATE POWDERS 
KANDEE SLAB 
NU DIP .. POWDERED CHOCOLATE COATING BASE 


KANDEE CHIPS 


NUTS! DIP 


BACS STICKS 


Manufacturing Equipment For ice Cream Novelties 


$ TO SPEED PRODUCTION AND PROFITS 


INSTANTLY SOLUBLE STABILIZER 


See Amazing Results in Your Own 


EXTRAX CO. 


360 Furman Street 
Brooklyn 2. N.Y 


Plant. Write, Wire or Phone: 


3290 Warrensville Road 
Cleveland 22, Ohio 
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containing a small quantity of sodium hydroxde for | 
minute, then dip in cold water, remove skins, pit fruit, slice 
or grind and mix 4 parts of fruit with | part of sugar. Nut 
meats: Dip 15 seconds in boiling solution containing “0 
per cent sugar and | per cent salt, then dry im oven at 
300 F. for 25 minutes. Flavor or color solutions may be 
pasteurized at 145 F. for 30 minutes to reduce their bac- 
terial count. 

Mixes which have been made from high quality ingredi- 
ents and pasteurized at 160 F. for 30 minutes should have 
bacterial counts of 10,000 per ml. or less. 

The freezing operation usually results in some increase 
in the bacterial plate count. This may be due to the break- 
ing up of clumps of bacteria due to agitation or it may 
result from faulty cleaning and sanitizing of the freezer. 
Proper cleaning and germicidal treatment of all processing 
and handling equipment must be thoroughly and carefully 
done. 


The thorough cleaning of food processing equipment is 
the first essential step in any program designed to keep 
sanitary standards high and to make control more certain. 
The next step, germicidal treatment, is equally important. 

Washing and cleaning is one operation, and sanitizing or 
treating with a germicide is another thing. Cleaning is 
designed to remove as thoroughly as possible all food and 
organic material and when this operation is handled efh- 
cently, most of the food supply that promotes and supplies 
bacterial growth is removed. As a result, whatever bacteria 


which remain on the physically clean surface are left com- 
pletely exposed to the full killing action of the subsequent 
germicidal procedure. 

A good cleaner should soften the water, it should contain 
a wetting agent so the cleaning solution can wet all parts 
of the surface to be cleaned. The cleaner should emulsify 
and saponify the fat, dissolve the milk protein, prevent any 
precimtanon from collecting on the equipment and be free 
rinsing and not too corrosive. A number of good cleaners 
contain soda ash, metasalicate, complex phospate and a 
wetting agent. The concentration of the cleaning solution 
should be about .25 to .5 per cent. 


The equipment should be rinsed with cold or lukewarm 
water just as soon as possible after use. It should then be 
cleaned with a cleaning solution of the proper strength 
using a brush. After all milk remnants have been removed, 
the equipment should be rinsed with hot water and allowed 
to dry, then stored in a clean dry place until ready for use. 


The gertnicidal treatment can be applied after washing; 
however it is best to treat the equipment just before use. 

The most practical form of germicidal treatment by heat 
is by the use of hot water. The surface of the equipment 
should be heated to 170 F. or higher. To do this, water 
at 180 F. to 190 F. is required and it may require five 
minutes exposure to bring the equipment to the desired 
temperature. In sanitizing freezers the use of chemical 
agents is safer and more satisfactory. The chemical agents 
most commonly used in dairy plants are sodium hypochlo- 
rites and quaternary ammonium compounds. 


Ruttered Select Pecans 


Buttered Toasted Almonds 


Toasted Chopped Nuts 
Black Walnuts 


FOUR GOOD REASONS 


CAREFUL SELECTION 
OF NUTMEATS 
Only ripened, richly hodied 


used to give vou the «weet fresh favor of high 
quality mutes. 


FAPERT ROASTING AND 
PROCESSING 
Half the quality of nat is in the roasting. 


skillfu! roasting brings out all the hidden 
delicacies of flavor. 


METICLLOUS EXAMINATION 
A vital facter, often everleeked. 


avcurce aleolute purity, 
and forcign materials. 


ADEQUATE PACKING 


Nutmests are sealed eirtight in rugged 25 ar 
30 th. shipping cartons, «ill reach sou promptly 
with full fresh favor. 


FOR USING NUTMEATS 
PREPARED BY 


ASSORTED 


St. 


41 


NUTMEATS CO. 
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PITTSBURGH 24, PA. 
Write for Prices Today 
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’ A Plea For 


DR ARBUCKLE 


N our present day society, dairy products have con 
| tributed much to our nutrinon and welfare. Research 

and development for dairy product improvement, as 
well as the use of these many health giving dairy foods, is 
still a challenge to industry. The importance of close co- 
ordinated effort for this improvement of dairy products 
rests more heavily on all phases of the industry each year. 

We are still producing and guessing, as far as the ma 
jority of our strict technical answers are concerned, toward 
advancement and utilization of milk products. We are still 
experiencing, still changing, and still unproving what we 
have had for years We are relying more on laboratory, 
both research and control, as we umprove dairy products. 
We are weighing the motakes and programs against our 
demands, both in industry and college experiment stations, 
The dairy industry, in general, is appealing to the college 
technologist more day by day in its problems for unproving 
overall industry conditions. The dairy technologist us turn- 
ing more and more to industrial problems in coordinating 
research and practical applicanon. There us a host of meth- 


BY CLAUDE 8. WELLS 
Whitson Division, The Borden Co. 
New York City 


and 


DR. W. S. ARBUCKLE 
University of Maryland 
College Park, Maryland 


WELLS 


ods and programs that the dairy industry can rely upon, 
either company-wise or collectively, in this endeavor. 

It is extremely important to consider muluple attitudes, 
between the cooperating commercial organization and the 
university or college dairy products department, to obtain 
the best unbiased information to be of general benefit to 
all concerned. Human effort for progress in research is 
dependent on the technical knowledge and the practical 
application of research data, whether it be for the dairy 
products industry or other highly specialized industries. 


Cooperative Research and Development 
Throughout the years, as all phases of the dairy industry 


have grown to such tremendous size, a realization of co 
operative effort has been better understood. Even though 
our larger dairy corporations have expended tremendous 
amounts of money on definite research, there has been an 
occasional attitude by industry at large that some of this 
type of research was strictly for the company and utilized 
entirely for supporting their own organization. As our land 
grant college dairy departments have become more effective 
un research and development, they are recognized as leaders 
in the held of fundamental research. It seems only natural 
that their efforts should be timed for greatest advantage to 
the improvement of the industry. Through systematic pro 
grams appropriate fundamental research of the institutions 
may be coupled with industry's ideas and more rapid solu- 
non to definite research problems can be reached. Coopera- 
tive research lends desirably to better industry and college 
dairy department understanding, and to more thorough 
interpretation and utilization of research findings. 

In justifying the value of cooperative research, attention 
must be given to the principal functions of the college or 
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C's. shoe will be there, too, glad © 
UA tain Departments are set UP- 


Our Hotel Headquarters for all GRC representatives will be — 
In Atlantic City . . .~ at the Ambassador Hotel 
GRA ND In Washington, DC. . . at the Mayflower Hotel 
RAPIDS 


CABINET We will be expecting you at both Washington, D.C, 
and Atlantic City, N. J., and be looking for you. 
COMPANY 
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| SOR OVER thirty years, we have been observing suc- 


cesstul and unsuccessful we cream concerns. 

We cannot recall any substantial and permanent 
successes that have not been built on the foundation of ex. 
cellent product, steadtastly maintained, and enlarged by 
continuous constructive merchandising. 


Volume Shrinking 


le is a rather startling fact that, since the peak year of 
1946, we cream volume has tended to shrink instead of to 
grow. This ws the more disquieting, in view of the fact 
that industries and pay rolls have been expanding 

Can ut be that our foundation ws tauity’? Can it be that 
much of the we cream distributed today is not good enough 
to make the consumer vearn for more and more and more? 

lust recently, we have had occasion to observe a new 
cfeam manufacturer who us creating consderable con. 
sternatnion among his competitors, It iu true that there ts 
a unique appeal connected with his package, but the main 
reason for his success appears to be that consumers preter 
the taste of his ice cream 

He is using the chonwest of dairy products. His favoring 
ingredients, whether fruits, nuts, or whatever else, are the 
hnest obtainable. us content with a moderate overrun. 


DROP—Is 
NATION WEA? 


BY G. P. GUNDLACH G&G C. W. ESMOND 
GC. P. Gundlach and Company 


Cincinnati, Ohio 


As tast as he can, he is levting the public know what 
good ice cream he is putting out. 

This basic excellence of his product is, in itself, sufhcient 
to obtain repeat sales. Added to this is the ultramodern 
package. And, added to this, is efheient merchandising. 

From where we sit, it looks as though his competitors 
have made it easy for him. They have done this simply by 
failing to make ice cream as good as it can be made. This 
belief is emphasized by the findings of our national ice 
cream audits. 


Since this is a report presented for the beneht and the 
help of manufacturers who make it easy for this type of 
competition to quickly dominate a market, we are present- 
ing here some of the comments of the judges on ice cream 
samples audited. The first group of comments tefer to 
that staple of the industry, vanilla ice cream. 

“The common criticism was ‘old product ingredients 
flavor’; also, a syrupy flavor. Evidently, storage products 
were used that had a stale flavor. This might have been 
frozen cream, or sweetened condensed 

"The syrupy flavor may have come from the use of pow- 
dered milk in heavy concentration. Or it may have been 
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Cream. Every design allows 
plenty of space to display 
YOUR OWN BRAND NAME 
boldly and effectively. Every 
piece is as definitely your's 
as if it were developed and 
produced for you alone. 
Posters...Cut-outs... Mounted 
Pi2ces... Posterettes ... Window 
Diaplays... Dish Streamers... 
Construction Wall Pieces... 
an endless variety of pieces to 
meet every ice cream selling 
requirement. 
Remember...the Point of 
Purchase is the Pay-off Point. 
Please call in our nearest 
representative or write direct. 


SAB FRANCISCO ANGELES 
Coetact our offer: See Tort See Antome 
Oriende Porttend Deneve: See of 
write to @ Street (os Angetes 


covers Meany tp-ons 


Bock bor festoons 
Carton heider dupleys 


Soft sheet dish cut-owts 
62 18 streamers feoturing af! fewors 
20° dich cut-outs mounted and earseled 
10°, 14°, end 20° feowntein dishes of aff flewvors 
14018 end 13 « 20 posterettes feoturing off fawors 
14218 end 13 20 feuwntom dish posterettes 
Custom designed displeys and soft sheets 
14° dish cut-outs mounted ond coscled 
Windew dupleys featuring milk 


6 «18 fewntam dish streamers 
Windew duploys three prece Censtryvction well pieces 
24 sheet posters Shedow bones 


+ Freame + Secremente 1 


Pertiond, Oregon + Denwer + Harlingen, Texas 


Sen Antonie Oriende, Meride Chicege New York 
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Field Tests Show: 


Availahility Is 
Major Factor In 


Machine Vending 


ad ee do we know there's a profit in automatic 
vending for us?” ask the ice cream manufac- 

turers. “We can’t afford guesswork. How do 
we know?” 

The Eskirno Pie Corporation wanted to know, so they 
eluminated guesswork by means of field testing fifty Vendo 
ice cream bar vending machines. Results of these tests are 
now ready for study. 

Into supermarkets and hospitals in Memphis and Jack- 
son, Mississippi, and at-work spots from Connecticut and 
Pennsylvania to Oklahoma, Kansas, and Missouri, Eskimo 
Pie machines went to work to prove by actual resting what 
they could do for sales. Spot surveys show an interesting 

se. 

For instance, there is Southern Bell Telephone in Mem. 
phis, where in one week one machine sold 1,008 bars to 
employees, an average of 144 a day for the company’s 
seven-day week. Art a six-day week outlet in Wichita, a 
packing company’s 800 employees consumed 465 bars, an 
average of 78 a day. In a wholesale drug house, working 
five days a week, 65 employees bought 50 a day; 100 
workers at Anheuser Busch, St. Louis, during a six-day 
week averaged over 40 ice cream bars a day 

Testing the general public's reaction to availability of 
ice cream bars, in Jackson, Mississippi, at a hospital where 
up to X00 people were exposed to impulse buying, it was 
found that in a seven-day week 504 bars were sold, or 72 
daily. Supermarkets in Memphis showed around a 60-a- 
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day consumption of bars by their customers. At a filing 
station in Wichita in two weeks tested, 23 and 16 were the 
daily sales. 350 people in a down-town vocational school in 
Oklahoma City averaged 36 a day. 

Checking all machines on held test, the average showed 
sales of we cream bars from coun machines at a rate of 44.4 
per outlet per day. These tests were run in an off-peak 


month. 


The Dairy-Vend machine dispenses 59 bars without re- 
loading, and can handle 144 in storage in the box, a total 
of 203 bars capacity. Re-loading is not necessary more 
often than once a day; re-storing oftener than once a week, 
possibly ewice. The routeman probably can make one stop 
a week per outlet and keep his customers supplied. Ade 
quate below freezing temperature makes this route sched. 
ule possible. (The Dairy-Vend machine is seen above.) 

Controlled tests have indicated that availability is ex- 
tremely important in the sale of the product. In other 
words, generally speaking, the more machines, the more 
sales. 

For instance, in a recent experument using two machines, 
annual unit sales climbed to 4,033; while in the same ‘oca- 
non, with a single installanon, sales were only 2,688. 
Double availability, 1 mdicates, and you double sales. Ie 
must be taken into account, of course, that practical eco 
nomics still needs to be applied, for such increase obviously 
applies only up to a certain point. 
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Fruit Flarors 


wr) me 


resulting in coarse, icy texture, an all too common defect m 
trust ice cream. For batch freezer operation i is demrable 
to add the fruit pust before the ice cream is drawn from the 
freezer to prevent the fruit from disintegrating as a result 
of the vigorous agitation to which the fruit is subjected. 

Another procedure which uw prowing very popular is to 
pectimize the fruit and juice. Advantages clauned tor the 
use of pectinizved trusts are as follows: (1) fruit is more 
tender, (2) iciness is elumimated, (3) betrer favor distri. 
bution ws attained, (4) better eve appeal and (5) more 
economical. 

Pectinized trust may be prepared in the we cream plant 
ot such trust may be purchased already prepared. When 
prepared in the we cream plant, the cold process procedure 
has given good results in our laboratory. The formula 
and processing instructions are seen in Table |. 

Processing Instructions 

(1) Defrost the fruit by placing in a room at #0 F. 
overnight, or as long as necessary to thaw the fruit com 
pletely. 

(2) Mix the topping powder with about 2 pounds of 
sugar and stir into the cold fruit and juice. Do not sepa- 
rate trom the juice. Srir the mixture until all lumps are 
dissolved. 

(3) Allowthe mixture to stand at room temperature for 
at least four hours. During this ume, stir frequently to 
assist in dissolving the pectin. 

(4) Ac the end of four hours, stir in the balance of 
sugar (11.5 lbs.), continue stirring the mixture until all 
sugar ws dissolved. 

(5) Add 1', o2. of tru topping acid and hold over. 
might at 40 

(6) Cool t 20 F. betore using. 

(7) Deo not break the set any more than uw necessary tor 
trust feeder apphcanon. 


Yield and Cost 
(1) A 30 tb. an of trogen fruit prepared in this way 
will yield approxunately 16 quarts of flavoring material. 


(2) If used at the rate of 1:10, this amount of fruit will 
flavor 44 gallons of ice cream consisting of 4 gallons of 
fruit and 40 gallons of ice cream. 

(3) The cost of the finished ice cream for ingredients 
and flavor would be as follows: 

40 gallons of ice cream, assuming an ingredient cost of 


0.70 
per gallon $28.0 
4 gallons of fruit 11.0 
Toral $39.0 


9 
Cost per gallon: $0.885 


Flavor cost: ($0.885 — $0.70) <= $0.1815 per gallon 
Weight Standards for Ice Cream 


4) gallons of ice cream assuming an overrun of 80 
per cent would require 22.22 gallons of mix. 
22.22 gallons of mix weighing 9.2 lbs. per gal- 
lon 204.4 Ibs. 
4 gallons of pectinized fruit 44.1 Ibs. 
Total weight 248.5 Ibs. 


248.5 
= 5.65 lbs. per gallon net. 


5.65 1.41 Ibs. net per quart 


; Use of Pectinized Fruits 
The pectinized fruits have wide application in the ice 


cream industry. They are essential in the production of the 
variegated ice cream which is becoming more popular each 
year. In the production of variegated ice cream, the pecti- 
nized fruits may be injected into the ice cream with a 
special variegating pump or they may be added with a 
fruit feeder. It is essential that generous amounts of the 
pectinized fruits be used in the production of this type 
of we cream. When properly made, the variegated ice 
cream made with good fruit has essentially the same quall- 
ties as a fruit sundae. In addition to their use in the manu- 
facture of variegated ice cream, the pectinized fruits are 
widely used for the production of ice cream pies, tarts and 
other specialty items. There is ample opportunity for 
further developments in the utilization of pectinized fruits 
in ie Cream. 

The frozen fruit purees are becoming available in an 


== _ and Dry Ice Storage Boxes for 1 to 20 Cakes 


tasuleted with Ultralite, will net ebsorh moisture. 
@ Rust-Resisting golven:zed metal in all metal perts. 
Much cheaper and easier to operate then mechanical cabinet. 


FAST-FREEZE DRY ICE CABINET 


Lower 
Ne 


Medel 140 shown, hee 40 doe. capectty Also eveilable 10 dor. to W dor 


BROOKLYN METALWARE CORPORATION 
222 Varet Street 


46.000 NOW 


Ne coete— 
Ne movmg perte— 


Leng Life— 
Ne electre belle— 


Seorage for Every Parpoce — for peices 


Brooklyn 6, N. Y. 
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ever increasing number of flavor wareties. Perhaps the 
newest additions to the list of purees are the citrus purees. 
Fruit purees have many points im their favor. In the first 
place, they are prepared from soft, fully ripened fruits, 
thus assuring the best possible flavor. In the second place, 
the cost of purees is frequently lower than for whole or 
sliced fruit. The most important drawback to the use of 
fruit purees is that they lack eve appeal when used in ice 
cream. This handicap has reportedly been overcome in part 
by pectinizing the puree and introducing the pectinieed 
fruit in irregular masses with the aid of a fruit feeder. 

Fruit purees as such may be used in combination with 
whole or sliced fruits in the production of fruit we cream. 
The addition of the puree to the mix will insure an excellent 
flavor whereas, the addition of the whole, crushed or sliced 
fruit with the aid of the fruit feeder will give the ice cream 
eve appeal. 


Color Important 


People cat with their eyes to a certain extent. The color 
of ice cream is therefore another determining factor in the 
public acceptance of fruit ice creams. The most common 
faults in the use of colors are the use of too much color or 
the use of the incorrect shade of color. The consumer im- 
mediately associates excessive amounts of color with arti. 


ficial flavor. 
Equally important is the shade of color employed which 


should be typical for the flavor of ice cream represented. 
Too frequently one shade of red color is employed for 
coloring cherry, strawberry or raspberry ice cream, whereas, 
each of these flavors requires its own particular shade of 
red. The same is true of many other colors, such as green 
for example. It is umportant therefore, to standardize both 
the intensity and shade of color used with each flavor. Thies 
can best be accomplished by making color solutions of a 
standard uniform strength and indicating on the label of 
the bortle the exact amount of color solution to be used 


with a given volume of mux. 


Solutions Should Be Fresh 


Since color solunons deteriorate in the presence of light, 
metals, heat and as a result of bacterial growth, it is im- 
portant that the color solutions be made up fresh and that 
they be stored under conditions which will protect them 
against deterioration. In using color solutions, the exact 
amount of color required should be measured into a non- 
breakable measuring device and added to the mix. Unused 
color should be discarded. The use of pipettes, or glass 
measures should be avoided in measuring either color or 
flavors as there is not only danger of contamination, but 
danger of broken glass getting into the ice cream as well. 
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New 1951 Sales Stimulators 


TO HELP YOU INCREASE ICE CREAM GALLONAGE 


New MILPRINT DISPLAYS promote 
more “carry-out” sales for both Fountain and Dry stops 


Low temperature refrigerator storage 

space in the home is on the way up — 

4 and fast! Sales are also on the way up 
ws for alert manufacturers who promote 


({ 


Industries Exposition, 
Oct. 16-21. 


their packaged ice cream for customers 
of food stores and soda fountains. 
Milprint’s new displays are specially 
designed to help you get your share of 
this growing ie cream market. 


See the complete line of Milprint Dairy 
Products Display Material at the Dairy 
Atlantic City, 
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BY PROF. GC. H. WILSTER 
Oregon State College 
Corvallis, Oregon 


oT HE closer the dairy products are to the cow, the 
berter will be the quality” remarked an expert 
on ice cream manufacture to the writer several 
years ago. An ice cream plant that has a daily supply of 
fresh milk and cream from farms is in a favorable position. 
It has a fine opportunity to manufacture ice cream of 
delectable quality. If the necessary equipment is available 
for removing water from the milk-cream mixture required 
to furnish the necessary fat and solids not-fat, it is unneces- 
sary to purchase and store concentrated milk products. 


Vacuum Pasteurizer Used 


Prot to World War II, i was customary for the Oregon 
State College Dairy Products Laboratory to use dry milk 
tor supplementary solids, when preparing ice cream mix. 
From the second war year, commercial dry milk was uneb- 
tainable and it was necessary to find a new source of solids. 
An unsuccessful search was made for a second hand vacuum 
pan and priority tor a new pan could not be obtained. The 
only possibility for condensing milk appeared to be in the 
use of high-temperature continuous vacuum pasteurier that 
had been used for several years in the laboratory for pas- 
teurtzing ice cream mix and cream for butter. As this pas- 
teurizer was equipped with three vacuum chambers and 
operated, when pasteurizing, with a vacuum of 28 inches 
un the final chamber, there appeared to be a good possibility 
of using this equipment for condensing the milk or ice 
cream mix. Condensing milk or ice cream mix was not a 
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CONDENSING PROCEDURES 


new process, but the use of the vacuum pasteurizer which 
had been especially designed for pasteurization as a milk 
or mix condensing unit, was definitely new. 

After a considerable number of trials, and some dis- 
appointments, a simple, practical method was developed 
for condensing either skim milk, whole milk, or ice cream 
mixture. 


Condensing Skim Milk 


The first experiments involved condensing skim milk. 
the vacuum pasteurizer used was the small size with an 
hourly continuous cream pasteurizing capacity of 2500 
pounds. When used as a milk condenser, no steam was used 
un the machine, but vacuums were maintained in the several 
chambers. The vapors, from the milk boiling at reduced 
temperature, passed out through the water condenser of 
the apparatus. The method, as developed, consisted of 
delivering milk continuously at the rate of 6000 pounds 
per hour at 200 F. to the pasteurizer and recirculating the 
milk until the desired concentration was obtained. 

During its passage through the machine, the milk lost, in 
the torm of water vapor, abour 500 pounds of water per 
hour. The temperature of the milk as it left the high- 
vacuum chamber of the machine was about 110° F. It was 
common to condense the skim milk so that the solids con- 
rent was 16.4 per cent. This corresponded to a Baumé 
hydrometer reading of 8.653. If the milk was slightly over- 
condensed it was easy to standardize it with water. When 
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See it at the 
DAIRY INDUSTRIES 


EXPOSITION 
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“up time. The high- 

TO HANDLE « « Ready for t’s flexible. but 

and storage. 


sparkling, satin-smooth surface permits 
T’S ATTRACTIVE AND CONVENIENT TO USE... wh he 
dipping appeal to customers everywhere. 
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ERSONALIZING employee relations reminds me of 
a story | heard told recently of the hard-boiled boss 
of a large department store. 

It seems this rugged old-timer, who came up the hard 
way, had the habit of often looking over his operations. 
One day when passing through the warehouse section of 
his store, he noticed a boy lounging against a wood box, 


whistling and enjoying himself with apparently nothing 
to do. 


The big boss stopped and in a much disgusted tone 
asked him how much he got a week. “Five Bucks,” the 
boy replied. “Then here’s a week's pay,” the boss said. 
“Take it and get out.” 

After the boy had lett, the boss turned to the warehouse 
foreman and demanded to know when the boy was hired. 

“We didn't hire him,” replied the foreman. “He was 
just here to pick up a package.” 

I have been told the story is a true one, but regardless 
of its authenticity | am sure those of you who have super- 
visory responsibility at times get the urge to follow the 
same tactics, yet we must agree it is a manner of handling 
employee relations which ts definitely "Passé” of on the 
way our, 
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An employee relations program, sometimes referred to as 
“Human Relations” deals with one of management's most 
important and, un a degree, most vexing problems of today. 
That problem-—the human clement—is people, our em- 
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ALFRED W. REID, PERSONNEL MANAGER 
Golden State Company, Ltd., 
San Francisco, Cal. 


ployees; whether we admit it they are still the most valu- 
able assets any business has. 


One can boast of the thousands of dollars he has in- 
vested in land, building and equipment, but the assets which 
must be on the land and in the building, to operate the ma- 
chines to produce the product, are people—our employees. 

Accepting this thought as being realistic, industry has 
attempted to understand and preserve the human element 
by establishing sound personnel policies and employee re- 
lation practices. 


What's Wanted 
I have been in the personnel field for a good number of 


years and have heard it referred to many times as an art or 
science, I believe it is no more than extending to my fel- 
low workers, through a well organized program, the same 
privileges and rights in their work that I as an individual 
expect in mine, and using good common sense in doing so. 
What do men want from their jobs and their bosses? 


In reviewing a number of surveys dealing with this ques- 
non I find the average worker first desires steady work— 
security in his job. This is particularly true in the case of 
men with families, where security is of paramount impor- 
tance. Secondly, he wants good working conditions, in- 
cluding a good boss. Thirdly, he is interested in his oppor- 
tumities to advance, to apply himself, to submit ideas and 
t© get recognition for his efforts. These are the major fac- 
tors regarded by employees as the most impertant in rela- 
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Concentrated Essences 


For Use In Ice Lream 


BY C.C. FLORA. L. L. DAVIS AND C. W. HOLDAWAY 


ONSUMER sales and preferences indices have in 

dicated the necessity for ice cream manufacturers to 

maintain a large variety of we cream flavors through- 
out the entire year. Most ice cream manutacturers carry 
as many flavors as possible to meet this demand. However, 
the difheulry in producing a true fruit flavored ice cream 
in seasons when fresh fruits are not available has always 
been a problem to the ice cream industry. 

Canned fruits have been used for many years as the 
flavoring material for fruit ice cream. More recently fresh 
frozen fruits have been used as a source of fruit flavor in 
ice cream. However, both the canned and the fresh frozen 
fruits fall short in imparting a true fresh fruit flavor to 
we cream. In the case of peach flavor it us difhcult to obtain 
the true fruit flavor, even with the use of fresh peaches. 

The Horticulture Department of V. P. I. in cooperation 
with the Eastern Regional Research Laboratory developed 
a modified process first outlined by Milleville and Eskew 
by which the concentrated fruit essence, represenung the 
concentrated volatile flavors of fresh fruits, may be re- 
coveted from a normal canning operation. 

A number of experiments were conducted to determine 
the feasibility of using the essences prepared by this special 
process in fruit ice cream, 


Procedure 


Strawberry and peach essences were prepared from fruit 
collected un the season of 1947. Blakemore strawberries were 
washed, capped by machine, and sorted on an inspection 
bele. The discards used in these studies were frozen in ‘W- 
pound tins and stored at 0 F. Elberta peaches were lye- 
peeled, washed, neutralized, inspected and sliced. Sugar 
with ascorbic acid was added to make a commercial 410-1 
pack. The shced peaches were frozen in 30-pound tins and 


stored ar 0 F. 
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The frozen fruit was removed from 0 F storage during 
the period of October 21-31, 1947, thawed overnight with- 
out removal from the container, and the juice pressed from 
the fruit in a small cider press. The essence was stripped 
from the juices as outlined by Griffin, Davis, Eisenhardr 
and Heller, in a portable volatile flavor recovery unit 
originally designed for apple juice. The unit was operated 
to give a theoretical concentration of essence of strawberry 
of 108 fold and of peach of 100 fold. The essence was 
placed in tightly stoppered bottles and stored in a refrigera 
tor at 

The strawberry essence was slightly weaker than its 
theoretical concentration and lighter in character than the 
aroma of the fresh juice. It was apparently composed 
largely of the “top note” of the fresh strawberry aroma, 
which is normally lost in processing. The peach essence had 
a strong peach aroma with an almond-like character typical 
of the pits. 

A standard we cream mix containing 12°), fat, 11°; 
serum solids, 15, sugar and .3°). stabilizer was used for 
these experiments. The ice cream was frozen in a 40-quart 
direct expansion batch freezer, the fruits and the essence 
being added to the mix in the freezer. Trials were con- 
ducted using both pureed and whole fruit with variations 
in the amount of fruits and essence used. 

The resules of these trials for strawberry ice cream are 
tabulated in Table I. The first column of this table in- 
dicates the flavoring material used and the amount of e¢s- 
sence added. These samples were evaluated by three means: 
First, they were scored for flavor on the basis of the official 
score card for judging ice cream by four experienced judges. 
These results appear in column two of Table L. Second. 
the samples were scored for desirable flavor intensity by 
experienced pudges. These results appear in column three 
of Table I. The desirable flavor intensity was determined 
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by rating the samples from | to 10. The higher number 
indicates the more desirable flavor intensity. Third, the 
samples were judged by a consumer preference test. The 
samples were placed by the individuals in order of their 
preference. An overall weighted rating was determined by 
giving the consumers’ placings the following weighted 
scores: 3 points for first choice; 2 points for second choice; 
I pount for third choice, and no points for fourth choice, the 
scores of the different samples were totaled to give the 
weighted ratings appearing in column four of Table 1. 

The results of trials on peach ice cream appear in Table 
I]. The same procedures used for judging the strawberry 
samples were used for the peach samples. 

In Table I you will observe that the concentrated straw- 
berry essence improved the flavor of the strawberry ice 
cream when frozen and canned strawberries were used. 
While! /3 oz. of strawberry essence enhanced the true 
fruit flavor, 2/3 oz. seemed to give the best results, accord. 
ing to the judges. However, in consumers preference tests, 
| oz. seemed to be preferred. It is very interesting to note 
that the strawberry essence seemed to be more effective in 
improving the flavor of the strawberry ice cream made from 
canned strawberries. When 1/3 oc. was used the flavor was 
very much improved. Here again the judges found 2/3 oz. 
of essences to give a more desirable strawberry flavor and 
they thought that | oz. gave too much flavor. However, 
the consumers preference tests indicated that | oz. was 
more desirable than 2/3 oz. In all tests the strawberry 
essence improve the true fruit flavor of the strawberry ice 
cream regardless of whether frozen or canned strawberries 
were used. 

In Table I] you will observe that the results with peach 
essence were similar to those obtained with strawberry es- 
sence in Table 1. When 1/3 oz. of peach essence was used 
the flavor improvement was very good. Here again, 2/3 
oz. seemed to be the most deirable amount to use when 
making peach ice cream with frozen or canned peaches. 

Improvement in flavor was observed when strawberry and 
peach essence were used regardless of the variation in the 
amount of fruit used or whether the fruit was pureed. 


Conclusions 

1. Concentrated strawberry and peach essences, prepared 
by the special process mentioned in this paper, greatly 
fortify and enhance the true fruit flavor when they are used 
with both canned and frozen strawberries and peaches for 
flavoring the respective ice creams. (See Tables I and II). 

2. Consumer preference tests indicate that the optimum 
amount of strawberry essence of approximately 100 fold 
concentration to use per five gallon of ice cream mix was 20 
mi. regardless of whether canned or frozen strawberries 
were used. (See Table I). 

3. Consumer preference tests indicate that the optimum 
amount of peach essence of approximately 100 fold con- 
centration to use per 5 gallon of ice cream mix was 20 to 
30 mil. regardless of whether canned or frozen peaches were 
used (See Table II). 
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Sales Still Drop 
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caused by pasteurizing several batches of mix in the same 
pasteurizer, without washing of the ‘burned on’ deposit 
berween batches. 

“While this syrupy flavor is not, in itself, too objection- 
able, it does take away from the good, clean, sweet flavor 


that we prize in vanilla ice cream. 


"What the public is looking for in vanilla ice cream is 
a mild, sweet, clean flavor — one in which there is no pre 
dominating after-taste. Some of the vanilla samples were 
scored down for the type of vanilla used. The vanillin con- 
tent was too high; the flavor was on the synthetic side. 


“Among the special flavors audited were peach and 
strawberry ice creams. Most of these just simply lacked 
flavor. They did not even have synthetic boosters. 

“The manutacturers simply did not pur in the proper 
amount of fruit. In consequence, the flavor was poor and 
the fruit-and-nut showing was poor. 

“The appearance of many of the ice creams examined 
left much to be desired. 

“For example, there was peach ice cream that was white; 
there was some vanilla ice cream that was gray, and some 
vanilla ice cream that was almost orange in color. 


Icy Fruit 


“A large proportion of the fruit ice creams had icy fruit. 
Manufacturers evidently neglected to properly sugar the 
trozen peaches, strawberries, etc. 

“Some of the samples had a definite neutralizer flavor. 
The mere mention of this should be a reminder of the 
necessity of laboratory control; the necessity of standardiz- 
ing processing with the utmost care. 

“Another common criticism of the package ice cream was 
the appearance of the package itself. In some cases, the 
product inside the package was quite good. But the drab 
appearance of the package would repel the shopper. 

“It is true that some progress has been made in improv- 
ing the appearance of ice cream packages. But most ice 
cream packages are still far below the standard that should 
govern such a delicious product as ice cream can be. We 
still have far to go to reach the standard set by the candy 
manufacturer, for example.” 

It is not pleasant to be critical. We are sure that no one 
will wear the cap unless it fits. Wherever the cap does fit, 
we are sure that the head of the business will wisely put 
his house in order. 

The kindest and most sincere friend is he who warns us 
of the danger, even though, for the moment, the warning 
may be unpleasant to hear. We earnestly hope that this 
report will be helpful; that it will enable many concerns to 
avoid the serious loss of business that follows when a new 
competitor enters a market with a really superb product, 
where only indifferent products were available before. 
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Race Track, one of Plorida’s scenic and tourist points of 
interest. Investigation uncovered the fact that the horse 
stadium but a short distance from another Dubrow 
cateterta in Miami, and that accounts for the subject mat- 
ter of the mural, 

The restaurant's atmosphere does more than its share to 
intensity the appetites of its patrons. Bur the beautiful 
arrangement of fresh salads reposing in the famous Russell 
Wright dishes, the colorful fruits and desserts, and the 
two shiny Twin-Serv soda fountains also play their part 
in sumulating business. Close to 2000 persons make pur- 
chases at this inviting food counter during the average day, 
berween the hours of 11:30 A.M. and | A.M. The store 
is open seven days each week, and can accommodate be. 
tween 160 and 170 people at one time. 

Quality is beauty’s silent but reliable partner at Du- 
brow'’s. George Dubrow, head of the restaurant chain, 
achnowledges that prices are five or ten cents higher per 
item in the Founteria, but by the same token, he declares, 
the quality is more than proportionally higher. 

The sode fountains are the focal points of the store. 
Just before patrons carry their trays past a check-out 
cashier to their tables, they pass by colorful posters and 
backbar signs which describe the wide variety of ice cream 
concoctions available. And no matter what the choice, 
there's never any disappointments. 


DISPLAY CABINET similar te the one below utilized 
Dubrows Pownteria te store kee cream thet will be sold for home 
consumption. A full line of ice cream products. including cotes and 
nevelty forms aevelleble the store. The cabinet? wes 
and meretectured by Coldin Cobine?t Company, inc. of New 
City. 


Mr. Dubrow claims that the Founteria offers we cream 
combinations “never created before” This was verihed 
quickly by a visit to the fountain. In addition to such 
standard fare as ice cream sodas, sundaes, malted milks, 
banana splits, and frappes, a Dubrow customer may choose 
a cantaloupe surprise, peach melba, waffles and ice cream 
or any one of fifty other creations. 


Standard Items 


Of course, most of the trafhc is in the standard items. 
Dubrow’s uses Abborts Dairies Jane Logan de luxe brand 
of ice cream, and they use it generously in sodas that sell 
for 25 (30° for fresh fruit sodas); malted milks and 
frosteds that sell for 40*; and on waffles at 30* per serving. 


The simple plate of ice cream which retails for 25* at 
Dubrow’s is a joy to behold and to taste. It consists of 
five full ounces of ice cream spaded onto a plate — thereby 


creating the illusion of a much larger serving 


Cone Sales “Phenomenal” 


An extra charge is made on all ice cream dishes for fresh 
fruits, syrups, nuts and whipped cream. But any one of 
the eight fresh fruit toppings (or soda base) is a palate- 
pleaser second to none — unless it's one of the other seven 


flavors! 


Another interesting note about the ice cream activities at 
this eating emporium was reported by Mr. Dubrow who 
disclosed that about 200 youngsters visit the store daily to 
purchase a generously-scooped ice cream cone which sells 
for 10¢. This volume in cones was described — with ample 


justification — as “phenomenal” for this type of outlet. 


Take-Home Department 


Not all of the ice cream sold at Dubrow’s Founteria is 
consumed on the premises. With typical ingenuity, the 
store layout has been conceived in such a manner as to 
make it necessary for all patrons to exit via a bakery sec- 
tion located near the front of the store. A wide variety 
of ice cream products, including pints, quarts and ice cream 
cakes is available here and gallonage is steadily increasing 
in this section largely because two out of five cafeteria 
patrons make bread and cake purchases daily. The ice 
cream is stored and displayed in Coldin cabinets, and in- 
sulated bags and dry ice are provided to maintain the ice 
cream’s solid condition until it can be placed in the home 


ref rgerator. 


The Founteria—~-a place where fountain and cafeteria 
are combined — believes in placing its food products in 
attractive displays so that its customers can see what they're 
ordering. “We make it look good and we make it taste 
good,” Mr. Dubrow asserts, “and that’s how we're making 
our $300,000 investment pay off.” 
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This smort, modern beauty .. . packed with sell- 
ing power .. . will create availability . . . point of 
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buying habits . . . sampling . . . brand preference 
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lumitations ~~ after the purchase of 100 cones, cups, sand- 
wiches, ice cream on-a-stick, of even pints, quarts or half 
gallons. The little boys and girls will have every member 
of their families “working for them” so that the required 
number of purchases will be made in record time. 


Visitors’ Day 


Aad don't forget to set aside at least one day each month 
at which tume residents of your community are invited to 
visit your plant. Take advantage of the Centennial Year 
celebration to acquamt your neighbors with the intricacies 
of sce cream manufacturing; show them the high degree of 
sanitation which marks your operanon; point out the mod- 
ern equipment which you employ to produce the thousands 
of gallons of vanilla, chocolate, strawberry and other flavors 
of ice cream; and tell them something about ice cream’s 
history, its food value, and its down-to-earth goodness. 
When the visit is over, you'll have new and loyal friends as 
well as customers. 

Cited above are just a few ideas; they are flexible enough 
to allow for modification and alteration according to the 
needs of the individual ice cream manufacturer and the 
limitations of his community. But they do represent a start- 


ing point and it is sincerely hoped by the editors of Ics 


COLATE COMPA 


Casas Fueip chat they are put to full use. The 100th year 
of ice cream wholesaling seems a fine opportunity to strive 
for profits that today are within reach though yesterday 
were just a matter of wishful thinking. 


Public; 


Reference has been made two the high publicity potential 
inherent in this Centennial Year program. While the very 
nature of the activities outlined above makes apparent the 
possibilities for free editorial space, a few hints follow as 
to how the industry can extract the maximum results from 
these Centennial festivities. 

Public relations departments of the industry's leading 
trade groups would be sure to inform newspapers and wire 
services as well as national magazines of President Tru- 
man's participation in the establishment of “The Ice Cream 
Centennial,” and of other group-sponsored phases of the 
Centennial’s promotion. But individual manufacturers 
with friends on local newspapers could use their influence 
to see to it that resultant publicity is given prominent dis- 
play. Furthermore, the manufacturers could supply mats 
of the Centennial Seal to local newspapers and urge them 
to publish a reproduction of it in their news columns. Ice 
Caram Fieip will make available these mats at cost to any 
interested ice cream manufacturer. 

To obtain additional space in the editorial columns of 
local newspapers, the individual ice cream manufacturer 
can prepare a publicity release announcing his participation 
in the Centennial program. This original release should 
also tell something of the industry-wide plans and describe 
the Centennial Seal. 

Subsequent news releases should deal separately with the 
offer of a free quart of ice cream to centenarians (news- 
paper editors will very likely be enthused at this “human 
interest” story), with the announcement of consumer con- 
tests, with the periodical ice cream promotions, with the 
offer of free ice cream to youngsters, and with a general 
invitation to local citizens to inspect the town's ice cream 
plant 

Of course, manufacturers should not be dependent on 
these news stories to tell their Centennial Year plans. 
Appropriate advertising space should be purchased in local 
newspapers to inform consumers about the contests, the 
free ice cream offers, and other component parts of the 
program. For that reason, Ice Ceream Fretp is including 
with this article a few sample advertisements so that ice 
cream manufacturers may obtain a general idea as to the 
most practical methods of advertising their products and 
company names. 

All im all, the year 1951 — The Ice Cream Centennial” 
— offers ice cream manufacturers throughout the country 
an opportunity to cash in with a dramatic program of sales 
promonons designed to acquaint the public with the history 
and wondrous qualities of their product. It’s an opportu- 
nity that can make 1951 the most successful year in your 
ledger and production room books. It’s an opportunity to 
solidify your place and prestige in your community. It's 


an opportunity not to be missed! 
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detects. I have no idea how much good sodas would help 
our sales, but I'll bet it would amaze us. 

The salesman could also work on malted milks and 
sundaes. Malted milks are a critical drink and must be 
made properly. Dealer education is a continual process 
and the salesman has a real challenge in this item. 

Sundaes are harder to spoil because of their sumplicity. 
However I have seen some made as if they were concocting 
a suppository instead of a delectable dish. 

One could discuss merchandising into the small hours 
of the morning and never delve into all its aspects. Most 
of us have heard the inspiring remarks of George Hen- 
nerich. Merchandising is the phase of our business that 
challenges the salesmen’s individuality and imagination. 
It is the field where he can use his greatest freedom and 
really display his personality. We have all been asked 
what makes a good salesman. The best definition yer to 
come to my attention is a man who has such qualities that 
where a mob is chasing him out of town he looks like he 
is leading a parade. 


Quality 

Each and everyone of us has had the importance of 
quality hammered into us. If we want to increase our 
sales, we must be unceasing in our efforts, constant in our 
control to improve the quality of our product. All the 
advertising, all the merchandising, all the distribution are 
of no avail if we do not have a top quality product. True, 
an effective advertising and merchandising program will 
sell any product bur it will only sell it once. The con- 
sumer just won't repeat on an inferior product. Our rec- 
ords are filled with cases of inferior quality of product 
resulting in loss of a consumer franchise. We have a 
recent example right in our own state in the automotive 
industry. Recently an automobile was launched on the 
market with excellent distribution, a well planned advertis- 
ing and merchandising program. The cars were high 
priced bur still sales were beyond the fondest expectations. 
The consumers didn’t mind paying the price but objected 
strenuously when they found they had paid Buick prices 
foe a Ford car. They made the first sale but couldn't 
produce the second sale. They had an inferior quality car 
and they lost their consumer franchise. And they are go- 
ing to have a devil of a time regaining the consumers’ 
confidence. Business history has proven that when a con 
sumer franchise is damaged by quality of product, sales 
drop off and the rebuilding task is very long, costly and 
definitely uncertain. It ts much more difficult to come back 
than to launch a new brand. 

The most vicious competitor within our industry is not 
the company that is aggressive in getting new business. 
This competitor merely stimulates us into doing a better 
job of selling ice cream. The competitor we should be 
concerned with is the one who makes an inferior quality 
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product. When Mrs. Mary Consumer buys some xe 
cream and serves it to Husband John and after he has 
taken a few bites he says, “For goodness sake, where did 
you get this awful stuf? I thought you were a smart 


buyer but you sure got taken this time.” And Mary 
replies, “Oh! John, I'm so sorry bur Mr. Jones at the drug 
store said this was an excellent flavor.” So John grabs 
the phone and calls his frend Jones at the drug store. 
“Jones, for crying out loud what kind of ice cream did you 
sell Mary?” Men, Mary, just doesn’t buy ice cream for 
some time from you or anyone else and if she gets stuck 
the second time we have lost Mary and John forever. The 
ice cream manufacturer who is our competitor is the fel. 
low who makes Butter Pecan and if you find a pecan you 
win a Chevrolet. 

Assuming we have our industry in order—assuming we 
have distribution, advertising, merchandising and quality, 
there is one other phase in gaining a consumer franchise 
that merits consideration at this tune. If we carefully 
analyze the overall competitive picture, we must agree 
that our largest prime competitors are the manufacturers 
of food products generally. After all the human system 
has a capacity limit in food and drink and the more con- 
sumed of certain ones the less of others. Our secondary, 
but just as formidable, competitors are all the other 
branches of business from the cradle maker to the cofhn 
maker. As each consumer has capacity limits of con- 
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sumpnon, each consumer also has capacity outlets of pur- 
chasing power. Monies spent for competitive food and 
drinks are not available for purchasing our and 
neither is money spent for automobiles, radios and thou- 


and a delicious confecnon with a universal appeal enjoyed 
by wery few articles. The education of the public along 
sound, broad lines in the general advantages of our prod- 
uct is a selling effort that could be done cooperatively on 
a national scale by the trade as a whole, and by group 
action of the manufacturers locally without the waste of 
endless competitive duplication. The selling efforts by in- 
dividual companies must continue along competitive lines 
based on the character and ability of the company and the 
quality of the product. Inasmuch as our real competition 
is not from within our industry but from all! other branches 
of industry, we should more fully exploit the facitities of 
our International Association and State Associations as a 
clearing house for united action. Not only all ice cream 
manufacturers, but the supply manufacturers and other 
allied interests should combine in a concentrated action 


to get our trade messages to the public and expand the 


total common market. 


erticle & « given by Mr Carver we 
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Plantation Production 


late. The combination package will carry a three-rone tnt 
background of the three mayor flavors. 

In order to work out the package program and to apply 
the corrugated and waxed wrapper by mechanical means, 
Mr. Patterson, working in conyunction with engineers from 
Package Machinery Corporation, Springheld, Massachu- 
setts, developed a machine working in tandem which hrat 
applies the corrugated insulator and glues it to prevent air 
passage, and then passes the package on to the overwrap 
machine which applies the waxed paper and heat seals it. 
These are handled at the rate of 400 cartons per minute. 
On the Dwed six package, the machine also gathers to 
gether the six Dices 

Plantation Foods w planning to nationally advertise the 
insulated take-home package and will franchise other ie 
cream companies on a non-exclusive basis to use the proc. 
esses which have been patented by them. This operation 
will be handled through the Insulated Overwrap Corpora. 
tion of America, which will have its main offces in Uleta. 

Advantages claimed for the insulated overwrap package 
by Mr. Patterson are as follows 

(1) Insulated package allows the purchaser to do her 

regular shopping without danger of soft ice cream. 

Tests have proven that the ice cream holds firm at 

room temperature for one hour 


...BOOTH 269... 


Headquarters for the most complete 
display of Ice Cream Ingredients. 


the orsginal and largely advertised topping espe- 
cially designed for tie-in sales with frozen desserts 


HEADQUARTERS: HOTEL PRESIDENT 


enn @ 


MAX AMS-H. BARON 


DIVISION OF AIRLINE FOODS CORP. 


Lewisville, Ky Linden. New Jersey Mina. 


(2) Sales appeal is put into the package because of 
the size and shape of the package and its colorful 
tullcolor waxed paper wrapper. 

(3) The package is sealed, tamper-proof, and sani- 

tary because all operations are mechanically handled. 

(4) The ice cream within the package does not de 

hydrate because of the waxed paper wrapper and holds 

its firmness much berter while being stored. 

(5) Lf allowed to warm up, Mr. Parterson claims that 

the ie cream tempers more evenly. 

Bur the merchandising ideas did not end with the pack- 
age. Colorful display cards sealed in plastic which repro- 
duce the photographs of the ice cream have been developed 
tor use in the top of the display cases in the stores. These 
point-of-sale displays will be changed frequently and will 
catry through Velda’s idea of the insulated take-home pack. 
age and the Diced Cream packages. 


Basic Policy 


The basic policy behind the organization of Plantation 
Foods, Inc., has been to aid the ice cream industry gener- 
ally and to increase ice cream consumption in the South. 
Quality has been uppermost in the minds of those behind 
the organization. The product is i} per cent burterfat and 
quick-hardened with 65 per cent overrun. 


In addition to Mr. Patterson, the other ofhcers of Planta- 
tion Foods, Inc. are Ramon E. Kibbe, Vice President in 
charge of production; Robert L. Bruce, Vice President in 
charge of sales; and William Hoazelrigg, Secretary- 
Treasurer. 

The plant itself is owned by Arthur V. Davis, chairman 
ot the beard of Aluminum Company if America, and is 
leased by hun to Plantation Foods for the manufacture of 
“we cream. 

The association of Mr. Patterson and Mr. Davis had its 
beginning about four years ago, when the latter called Mr. 
Patterson to Florida as a consulting engineer and asked him 
to design a huge pineapple freezing plant at Uleta. Mr. 
Patterson, who holds a number of processing plant patents 
to his credit, is listed in “Who's Who in Engineering.” 


The pineapple freezing plant was never used, because it 
was found that the pineapple crop’s maturity could be stag- 
gered throughout the year, and the pineapple be marketed 
as a fresh product. Mr. Patterson and Mr. Davis got to 
gether again during 1949 and decided to convert the plant 
to the production of ice cream and as a result of this meet- 
ing, they organized Plantation Foods, Inc 

Nothing was missed in equipment and processes in 
changing this modern plant over to the production of ice 
cream, and the latest processes adopted in all cases. Some 
pieces of equipment have not as yet reached the general 
market because they were developed and patented during 
the equipping of the plant. 

Housed in a gleaming white building which is approxi- 
mately 400 teet long and 150 feet wide, the plant is of 
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Here at last! The finest automatic ice cream super-salesman 
available. Designed especially for greater attention- 
getting buy appeal. The ONLY coin-operated merchandiser 
with ALL the practical features for real money-making 
fool-proof operation. Check the Atlas ColSnac point by 
point — prove to yourself by actual comparison its supe- 
riority in advanced engineering, rugged construction and 
operating efficiency. 


WO EXTRA PACKAGING — vo extra wer doxes 

FULLY AUTOMATIC — no levers The coin does it ail. 

BIGGER CAPACITY — 100 ders in vending. 100 im storage 

SLUG REJECTOR and CHANGE-MAKER BiILT IM 

FAST, EASY LOADING — counterdaienced cover stays in any position 
TEMPERATURE CONTROL — delrvers bars just right for eating 
“BO-STOOP” DELIVERY — waist righ trom 

STAINLESS STEEL PROTECTION — parts in contact with are 


Contem ination proof 

LARGE REFRIGERATOR UNIT — 6 E compressor Service valves 
perm:’ on "he spo! service 

ADDITIONAL FEATURES — wee: cabinet Built over steel superstrectere — 
working ports inslently accewmible 4° inswistion keeps cold in. heat out of cool 
img Compartmen! — ight over coin and delivery chute ‘wll year guarentee 
wortmenship and materials 
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single-story construction theoughout except for the cold 
storage rooms which are on two floors. The exterior of the 
building has been landscaped with tropical palms, and 
flowers to give it a setting which is fitting with the name 
of the company. At the right end of the building is a 
100,000-gallon water tank which carries the Velda Ice 
Cream trademark and is visible for miles around. 

As you enter the air-condinoned lobby of the Plantation 
plant, you can see the ice cream mix freezers and the Diced 
Cream packaging operation. Located at the left of the 
labby is an ultrasnodern soda fountain which is used by 
the sales department for demonstrations. To the rear of 
the soda fountain and facing the production operation is 
the product control laboratory developed to control the 
purity of product throughout. 

The laboratory is under the direction of Hugh Muller 
and contains the latest equipment including Mojonmer 
tester, microscopes, autoclave ovens, etc. The white cabi- 
nets and stainless steel counters were designed by Mr. 
Muller. The laboratory handles the usual bacteria and 
control work plus control of the water plant operation. 

Plantation mixes its own liquid sugar in 2500-gallon 
glass-lined tanks prior to mix processing. The sugar is 
stored in bags on a balcony and dumped into the storage 
tanks. 

Next in the process comes the frozen cream cutter which 
automatically takes the paper from the frozen cream after 
which a hydraulic ram forces the frozen cream through 
high-speed cutting knives. The product drops directly into 
the mixing tanks. 

The pasteurizing process is based on the Ste-Vac heater 
and the high temperature, short-time principle. 

The dairy products and sugar are metered into a mixing 
vat. It is then pumped through the first heater which raises 
the temperature to 135 F. It then goes to a balance tank 
with a small pornon being diverted to the stabiluer tank 
and the balance to the second heater. It is raised to 155 F 
and then goes to a homogenizer and back to its final stage 
in the second heater where it is raised to 17S) F. The mix 
then goes through a holding tube for 25 seconds holding 
tume to the flow-diversion valve 

Following pasteurization the mix passes through a two- 
stage surface cooler and then goes to the storage tanks. 


126 


WRITE YOUR OWN SUCCESS STORY 
“DATE CRUNCH ICE CREAM” 
made with PURE CALIFORNIA SUN-RIPENED DATES 
“the candy that grows on trees” 
in “crunchy” torm-—hes @ avt-like tlever. 


TRIAL OFFER 5 LB. CARTON FOR 16 GALLONS MIX 
LS 


2.45. PREPAID 
$23.50, PREPAID 
Peiat of Gaile Strippers FREER 


GARDEN OF THE SETTING SUN, MECCA, CALIFORNIA 


Mix is produced at the rate of 1,000 gallons per hour, and 
according to Mr. Kibbe, it is the bese system he has ever 
seen. 

Flavors are added into the large mix tank so that a 
minimum of 1,000 gallons of mix are produced and proc- 
essed at one time. This makes for consistency in overrun 
control and flavor. 

The air-conditioned freezing room is equipped with three 
of the latest model Creamery Package 400-gallon-per-hour 
freezers and large size Creamery Package fruit feeder. 
Product of these freezers goes to the Diced Cream filling 
machine which turns out 10,000 individual servings of ice 
cream per hour, and to an automatic Pure Pak pint filler 
which has an output of 4800 pints per hour. 

From the two filling machines, packages are sent by 
conveyor to the new automatic hardening machine devel 
oped by Mr. Patterson. It handles 8,000 pint packages of 
ice cream per hour. Packages are conveyed across the load- 
ing table of the hardener and when 25 pints are in loading 
position, the machine automatically conveys them into the 
freezer tray, ejecting out the other side of the freezer at the 
sam time 25 pint packages which have already been hard. 
ened. The only thing that ever enters or leaves the freezing 
room is the package itself. 

The tray then indexes up one position and takes the next 
load. When the tray is filled, it is in the top position, a 
hydraulic ram pushes the tray to the rear and a new tray is 
in position for filling. The filled trays pass through the 
freezing room on the upper rail and return on the lower 
position. The freezer room is cooled to ~45 and the air 
movement is 20,000 cubic feet of air per minute. The air 
teeds through the coldest product first and then is deflected 
up the top row of trays. The hardening cycle is one hour. 


As the packages are ejected from the hardening ma- 
chine, they pass on to the automatic insulating and wrap- 
ping operation for the preparation of the insulated take. 
home package. As explained before, the corrugated carton 
is first put on and passes directly to the waxed wrapping 
machine which automaticaily wraps and seals the package. 
The packages are handled at the iate of 6,000 packages per 
hour. The finished packages are then placed in shipping 


containers. 
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Cooperatire Research 
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university. It must be recognized that the primary func- 
nons of ulrumate umportance are the gaining of new know!l- 
edge, training of scientists, and training personne! for jobs 
in industry. From the institution's viewpoint, certain fac 
tors must be considered in the establishing of a well bal. 
anced teaching and research program. A portion of the 
technical research conducted by the institunion may well be 
of a cooperative nature to balance the research activities. 
Such a balanced program prevents the effect of increased 
activities, resulting from cooperative research, from inter- 
fering with the discharge of responsibility of the educating 
and training of scientists and technical personnel. 


On the Industry Level 


From an industry level, both ice cream and other phases 
of the dairy industry are principally interested in well 
trained production and research men to improve the busi- 


ness prestige of the industry. 


Funds resulting from coopetative research facilitates an 
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leh 


Cavam Freto. October 19S 


MORSE cost 


increased number of graduate students. These ¢ 
students normally hr into industry jobs better by knowing 
current problems that have to be solved. This is particu- 
larly true m the ice cream industry where considerable sxi- 
ennhe advancement uw being expenenced. 


The Cooperative Agreement 


It is extremely umportant that an ethical approach to the 
working out for a proper agreement be made both by the 
industry organization and the cooperating dairy depart 
ment for successful cooperatiwe research. This us extremely 


true in the case of ice cream and fluid milk research where — 


current problems might need to be injected into an out- 
lined provect of work. 


In the past quarter century, capperative agreements have 
fluctuated as to their need in the dairy industry. Even 
though several companies have changed their thinking to 
ward cooperative agreements since the war, there is still 
an unsettled feeling in both industry and college groups as 
to the restrictions of an agreement which would be of bene- 
fit to the parties concerned. We continually preach quality 
and sanitation improvement in our plants, as well as lab 
oratory control, but in our research studies we must not 


overlook basic fundamentals in getting the results upon 
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which developments in cach phase of the dairy industry 
must be based. It us extremely umportant that the proper 
purpose be understood both by industry and the college 
dairy department, and at the same time, the subject to be 
studied be properly approved by the technical staff of the 
given organization and admuntrators and project leaders 
of the cooperating college staff. Definite provisions should 
be set forth for the proper direction of such a program, 
which would be agreeable both in time spent and the 
amount of funds set up for a definite program. There are 
several ways by which correct provisions can be set forth 
trom the standpoint of establishing a graduate fellowship, 
ot by the assigning of a lump sum of money to a given 
college or university to carry out a specthe program. 


Proper Evaluation of Results 


To illustrate, it should be emphasized that the results 
from any investigation, whether of strict theory or of a 
practical nature, should be justified from a scientific 
of view, and all the results should be properly evaluated 
and submitted without any commercial inference. All re 
sults of cooperative agreements should be handled im such 
a way that complete credit is given both to the college 
department doing the specific work as well as all publica- 
tion of information data. It is understood in the interest 


needed tor Gticient stabilization, 
0. 055%, by octuel tests by three 


of all concerned that the release of any scientific data shall 
be approved by the college department doing the work, and 
it shall be understood that any necessary results of current 
umportance shall be introduced by both unterested groups. 


Frequent releases of the results is encouraged for general 
industry benefit. The emphasis of coordinated research and 
the evidence of this work, based on a given outlined proj- 
ect, should always be treated in an unbiased manner be- 
tween the cooperating dairy department and the commer: 
cial organization. 


Selection of Projects 


In the dairy industry at large, and specthcally the ice 
cream industry, there are many problems which can be 
utilized as college-industry cooperative research studies. 
We can satisfy our objectives by utilizing fundamental 
knowledge of dairy chemistry, dairy bacteriology, and strict 
production processes in establishing a definite outline for 
studies to result in the best possible solution to a given 
problem. In establishing the research project, local prob- 
lems of interest confronting the cooperating dairy depart- 
ment, available personnel, and facilities should be consid- 
ered. In cooperative research, our college staff should be 
thought of as co-workers sharing mutual problems rather 


than as strict specialists with individua! interests. 


Current technical problems of practical umportance that 
lend themselves to cooperative research are almost unlim. 
ited. The project outline is invaluable as a means of se- 
curing complete understanding between the cooperating 
parties in selecting one or more of these many problems 
confronting the ice cream and dairy industr, from a strict 
research and production basis. 


Value of Cooperative Research 


It is easy to understand that the advantages of coopera- 
tive research are many. It does provide for better under- 
standing between educational and industrial phases of the 
dairy industry. It makes for more complete technical and 
practical interpretation of research work. It is often times 
necessary tor the college to interpret industry's practical 
needs for improvement of dairy products as related to 
research in the laboratory and processing plant. Ir is ex- 
tremely important and obvious that industry may interpret 
the results rendered by a cooperative research program to 
their fullest mutual advantage. It also affords the training 
of personnel! thar will better serve the industry and improve 


dairy products. 


In conclusion, it is important co observe that cooperative 
research encourages a more efhcient utilization of funds. 
technical personnel, knowledge and facilities for genera! 


benefit in the development and improvement of the dairy 
products industry. 
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Condensing Procedures 


the other ingredients were added (cream, sugar, gelatin, 
egg) the mix contained 12.5 per cent tat and 10 per cent 
milk solids-not-fat. The mix was then heated to 1S) F., 
homogenized, continuously pasteurized at 200 F., and 
cooled to 35 


The mix thus prepared was of excellent quality. The 
whipping property was fine and the ice cream was tree trom 
any undesirable teed or foreign flavor. Further details may 
be obtained from Oregon Agricultural Experument Station 
Bullenn No. 430. The bulletin is trom on request trom 
Oregon State College, Corvallis, Oregon. 


Hicher C 


Tests involving condensing of skim milk with a medium 
size vacuum pasteurizer (S000 pounds per hour cream pas 
teurizing capacity) in a commercial ie cream plant showed 
that 900 to 1000 pounds water per hour could be removed 
trom the milk. In these tests the milk was condensed to the 


concentration required for ice cream mux. 


It was also found possible to condense skim milk to a 
higher concentration. During a three-months period when 
surplus milk trom the Oregon State College dairy herd was 
available, at total of 37,286 pounds skim milk was con- 
densed with the small size unit to give 11,726 pounds con- 
densed milk containing approximately 28 per cent solids. 
The condensed milk was sold to an ice cream plant. 


Condensing Whole Milk 


If whole milk, as received from the farms, could be con- 
densed for ice cream mix, the expense and time of separat- 
ing would thus be saved. Studies were conducted at Oregon 
State College to determine if it was practical to use whole 
milk for this purpose, when milk of varying butterfat and 
solids content was condensed. The problem was quite dith- 
cult as it was desired to make only two single tests on the 
condensed whole milk and, on the basis of the results, cal- 


culate what the total solids content of the condensed milk 


imspec tion. 
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was. The problem would hawe been easy if whole milk, 
standardized to a dehmite composition, had been available. 

The whole milk was condensed to the desired ration of 
concentration of about 2.1:1 for use im ice cream mix. The 
ammount of water remowed from the milk per hour, during 
condensing, ranged from 343 to 482 pounds. The bactera! 
count of the milk, after condensing, averaged 100 per mi. 

Twe equanons were developed. One can be used when 
high-testing milk is used and one when low-testing milk 
is used. 
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The results obtained differed only slightly from those 
obtained when more refined methods of determining fat 
and total solids were used. The ice cream mix prepared 
with the use of this condensed whole milk was excellent in 
every respect. 

If only che Baumé reading of the condensed milk is 
determined, a formula for calculating the total solids can 
be used, but the results are less accurate. 


Condensing Ice Cream Mixture 


The use of skim milk or whole milk for condensing may 
still be preferred by a number of ice cream factories. Ex- 
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periments and practical expersence during the last three 
years in the Dairy Products Laboratory at Oregon State 
Callege have shown, however, that condensing the complete 
we cream mixture « the preferred and most practical 
method under the conditions that exut. Condensing the ie 
cream mixture in a vacuum pan was fret tried by Peterson 
and Tracy; later by Lucas. With this method, the calcu- 
lated amounts of whole or skim milk, cream, sugar, stab 
liger, etc., are placed in a vat, forewarmed, and condensed 
to the demred concentration. Lucas has calculated the 


F. tor mixes 


Baumé readings shown in Table I ar 140 


of different composition. 


This method of preparing we cream mix, using the 
Vacreator first as a condensing unit and later as a pasteur. 
wer for the finished mix, has become standard practice in 
the Oregon State College Dairy Products Laboratory. The 
we cream maker and the students have had no difhculty in 
preparing mix of standard composition. The method is 
sumple and time-saving. Separating milk becomes unneces. 
sary. Complicated formulas are not needed. All the in- 
gredients ot the batch of mix are placed im a vat and the 
mixture is condensed by circulation through the vacuum 
pasteurizer until it us of the correct weight or volume. The 
density is easily determined by means of a Baumé hydrome-. 
ter. If the mix should be over-condensed, it is readily stand. 
ardized by means of the addition of water. The finished 
mix has been excellent in quality and has had a fine whip. 
ping property. 


The excess amount of water in the mixture of milk, 
cream, sugar, gelatin, eggs, etc., for a 100-gallon we cream 
mix can be removed by a smal! size vacuum pasteurizer in 
one and one-half hours. Ordinarily it is necessary to remove 
about 350 to 400 pounds water, depending upon the compo- 
sition desired of 12.5 per cent fat and 39.5 per cent total 
solids. The mix, after condensing, us then homogenized, 
vacuum pasteurized, and cooled. The mix has consistently 
shown coliform and phosphatase negative tests and it has 
been free from esther a feed, or a cooked flavor. The 
whipping property has been excellent. 

As no steam is used in the apparatus during condensing, 
only a small amount of milk solids is deposited on the in- 
side surfaces. It is unnecessary to dismantle the apparatus 
after the milk or ice cream mixture has been condensed and 
before the mix is subsequently vacreated. 

The cost of removing water from skim milk with this 
method is nominal. It was calculated that the cost of 
steam, water, and electric power for removing one pound 
water averaged 0.11 cent, when an efficient heat exchanger 
was used and the condensate returned to the bouler. 
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Employee Belations 
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tion to their jobs. [| want to approach the subject of per 
sonalizing employee relauions by covering the most essential 


parts of a well established personnel program. 


Selection and Placement 

At the ume of selecting and placing an individual, care 
should be taken to bring into your organization only those 
people whose past experience, personality, and ability qual. 
ify them for the job. 

Bosses are prone to give too little personal attention to 
the average applicant except when the job is supervisory 
in nature. This practice leads to many headaches which 
really can be avoided. 

It has been proven that a good selection of all grades of 
new employees tends to build within a plant a group of 
employees with high morale resulting in increased produc- 
tivity and reduced labor turnover. 

I am sure all of you know the results of increased pro- 
ductivity bur the actual cost of labor turnover has most 
people guessing. In a talk I presented here at Washing- 
ton State College several years ago, I referred to the cost of 
labor turnover as estimated in a survey of sixty manufac- 
turing firms as being over $175 per individual. 


Labor Turnover Statistics 


Even though I quoted the figure as stated im the survey, 
I thought it was at least 3’, too high. To satisfy my 
doubt I recently requested our cost study department to 
make a study of labor turnover in our company. Here is 
what they found. 

The cost of labor turnover for a general office employee 
is $187. For plant workers in a market milk plant it is $318. 
The average cost for the same class of workers in a manu- 
facturing plant is $490. In a company of more than 4,000 
employees where we are pleased with a labor turnover of 
2) of less, this amounts to around ten or twenty thousand 


dollars per month. With the low margin product we are 
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handling it takes the sale of many pounds of milk w wipe 
out this cost. 

I am confident a little personalizing of your efforts in 
selection and placement of new employees will assist you 
in lessening your losses in productivity and labor turnover. 


Indoctrination and Training 


After the employee has been selected and placed, the 
question is “What do we do with him next?” If a poll were 
to be taken on this question a majority of people would say 
“Put him to work.” 

I agree that is important. However, this is the time to 
give him some helpful personal attention. Good indoctri- 
nation and training policies are needed badly in most in 
dustries of today. More than at any other time the em 
ployee has that feeling as expressed so well in the comic 
section titled, “Life’s Darkest Moment,” of its companion 
strip, “When a Feller Needs a Friend.” 

As to indoctrination I suggest you tell the employee the 
story of your company. Make hum feel that he has just 
become the newest member of a big family to which he 
must contribute to its support by his loyal and untiring 
efforts. 

An old bur accepted method to present this story us 
through an employee handbook. I prefer the personal touch 
first even though you may use a book. Employee handbooks 
should be written in a language the employee will under. 
stand and should be more than a stereotyped booklet giving 
merely a summary of rules and regulations. 

During the time you are putting the employee through 
the indoctrination program he should meet the majority of 
his fellow workers as well as get a look at the house he is 
to work in. 

Now that we have John Doe feeling glad that he signed 
on the dotted line, let's put him to work. But first we 
should make sure that he is to be properly trained on his 


new job. 


A Good Program 


I read an Industrial Relations Letter recently where the 
editor stated with the present change in the economic trend 
of our counry, a number of industrial relations men were 
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cutting down on training programs and other personal ac- 
If there was ever a time when personne! men can 
earn their way, in my opinion it is during a deflationary 
period. One of the most umportant tools they can use to 
keep their company solvent a good training program to 
make sure that each employre understands and knows hus 
job. 

There are several segments of a satisfactory traming pro- 
gram which are worthy of comment. It is a well known fact 
that the average worker in American industry has a desire 
to learn how to do his job correctly. If we place the new 


tivities. 


employee 
pect low 
employee 


job, then 


on the job without proper instruction we can ex- 
productivity, product losses and a disgruntled 
which may result in the employee quitting his 
once again we have the cost of a labor turnover 


— 


staring us in the face. The usual excuse for failing two 
train a man is the lack of time, and time costs money. To 
this I agree, bur if you will stop and compute the cost of 
the other factors involved you will find that the ume spent 
would have been very inexpensive. 

I consider improvement im methods as part of a training 
program. Employees love to make suggestions. Some of 
their suggestions are impractical and unrealistic. I have 
heard fantastic suggestions such as having direct pipe lines 
for conveying the milk from the farm to the plant. Yer | 
do believe a job method improvement or work simplifica- 
tion program is essential in any business. 

Making a job easier and safer to do is the theme of these 
programs, but I have seen savings on job improvements 
running from $100 or less to more than $100,000 per year 
and made only because the employee had a systematic pro- 
gram given to him for analyzing the job he was doing. 

So many times we go through the same costly motions in 
our daily chores because we have not stopped to question 
each detail of our jobs as to: 

Why is it necessary? 

What should be done? 

When should it be done? 

Where should it be done? 

How should it be done 
and 

Who is best qualified to do it? 

Training programs should be arranged to the extent the 
employee feels he is not being handled with mere formality, 
but that a personal interest exists in helping him learn and 
improve his job. 


Evaluating the Employee 


Even with good indoctrination and training of a new 
employee, it is important that we keep him from being one 
of the forgotten men. 


There are several ways to prevent or remedy such a situa- 
non. I have found that new employees with initiative and 


desire to get ahead in their work have a certain amount 
of fear in getting lost in the organization, particularly in 
the larger companies. Regardless of the size of the com- 
pany all employees juke to feel they ate at least extended 
the same consideration as the equipment in the plant, and 
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that is, to be looked over or analyzed at least once a year, 
and if they are not properly functioning to be given what 
assistance is needed. 

Our company is one of many which has an established 
program requiring performance reports on every employee, 
at least annually. Actually what such a program does ts 
to help us take inventory of our personnel. 

Any man working in a supervisory capacity is required 
to rate the men working for him, to evaluate their pertorm- 
ances objectively on a periodic basis and submit pertorm- 
ance reports to top management. 


Not Unique 


Of course such a program is not unique. Yer I beheve 
that the personal touch which can be employed should not 
be overlooked and must be emphasized. Using the rating 
form as a medium we insist that the supervisor and person 
to be rated go over the rating together so that: 


|. The employee knows where he has been doing a 
good job and where he is weak in ovder that rhe 


work performance of the man can be improved 
and 


2. The employee has a definite opportunity to dis- 
cuss his future in the company with the person 
who will have the most to do with his develop- 
ment, his immediate superior. 

We have found in discussing the rating with the indi- 
vidual employees they are most receptive to any construc: 
tive criticism or commending remarks we make regarding 
their work habits. 

Another advantage of the rating program is that it keeps 
management constantly aware of the men who need culling 
from the organization or transferring to other work 
which they are best suited. It further assists management 
in knowing what potential material they have for upgrad- 
ing to higher responsibilities. 

All of us from time to time need a little personal prod- 
ding or praise from our boss to keep us ever alert on our 


jobs. 
Value of a Personnel Policy 


I have talked briefly about the essential parts of a well 
established personnel program. There is one major part 
to such a program which I will comment about in a few 
minutes, namely, relations with union organizations. 

Before I do, I wish to stress the need for a good over-all 
personnel policy, properly administered, as a requisite to 
any successful personnel program. 

The first question that comes to your mind is “What is 
a good personnel policy?” I believe I can define this briefly 
by saying that a good personnel policy is management pro- 
cedure not necessarily liberal, but reasonable and subject to 
amendment from time to time as need dictates. It should 
never be outdated and never something referred to as 
“That particular bit of instruction that has been in effect 
for years and years.” 


It should be written to fit the needs of the company con- 
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cerned, not extracted from some other company's policy 
or a stock manual. 


The second question you may ask is “What do I mean 
by properly administered?” I believe I can define this by 
saying that good administration means consistent, fair and 
impartial application. 


A good personne! policy should call for few exceptions. 
You are not personalizing employee relations by making 
policy exceptions for relatively few people. You might 
satisty one employee but at the expense of the over-all em 
ployees’ morale. 


Information contained in your personnel policy should 
not be considered top secret. Your employees should know 
your policy and be granted the privilege of suggesting con- 
structive changes as well as questioning existing unwork. 
able conditions. If you cannot satisfactorily answer the 
questions perhaps the policy needs revising. 


Basically, the policy us a two-fold document—it tells your 
employees what you expect of them and, in turn, what they 
can expect from you. As you are well aware, the person- 
nel policy is not something limited to hiring and discharg- 
ing. It covers many things in varying degree of importance. 
It should show, in effect, that ut provides both consideration 
and opportunity for the employee, both being synonymous 
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with personalizing in the sense I am applying it. 

In discussing the subject of employer relationship with 
employees working under a union contract, | heartily sub- 
scribe to the thinking of many industrial relanons men, that 
from a psychological point of wiew it would be advantage- 
ous for management to refer to such a relationship as one 
between management and employees, instead of manage 
ment and labor. There is no advantage or reason to refer 
to supervisory and non-union personnel as employees and 
umonized groups as labor. 

Nothing aggravates me more than to be engaged in a 
union negotiation and to have the union representatives 
constantiy referring to our company employees as their 
people 

Management, I believe, is partly responsible for the cur- 
tain that has been drawn between themselves and umonized 
groups within their plants. Too frequently most of our at- 
tentiveness is directed toward those with whom we do not 
have a collective bargaining responsibility, and just as fre. 
quently there is a tendency to treat umonized employees as 
rather impersonal beings. 

One of the most successful plant managers in our com- 
pany~—and by far the youngest--has a flair for doing the 
right thing in his relations with the men who work for him. 

When an important visitor arrives at the plant on an in- 
spection tour, for example, the manager personally escorts 


him through the plant. As they walk around, the manager 


introduces the visitor to the employees, “Mr. Visitor, 1 want 
you to meet my associate, Mr. Rodriguez.” He also makes 
some comment about the man or his work, such as “Mr. 
Rodriguez has been helping to build this company for 18 
years.” Or, “Whenever I have a real tricky problem w 
solve, | always come to Mr. Rodriguez for his good advice.” 

A simple little act like this adds immeasurably to the 
man's evaluation of his job. There are dozens of such acts 
which members of management can include in their daily 
routine to make the employees better satished with their 
jobs, which in turn makes the whole operation more efh- 
cient and more productive. As a general rule, where you 
hind an efheient operation you'll find job satisfaction and 


good employee morale. 


It is true management must work closely with its super- 
visory staff, bur if management gives all of its personal at- 
tention to the supervisory personnel it can expect the same 
end result as the car owner who polishes the outside of his 
car and oils the steering wheel but forgets all abour the en- 
gine. His car slowly but surely doesn’t run as well as the 
day he bought ir. 

Being very realistic we all know that unionism is here to 
stay, and the problem is simply one of approach to achieve 
a better mutual understanding between management and its 
employees under union contracts, with and through cheir 
chosen representatives. 

Let us take a look at the average union representatives. 
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Generally you will find they are individuals who formerly 
worked for your company or mine, whose phile ¥ as to 
the conditions employees should be working under differs 
considerably from that of management on the whole. In 
my dealings with union representatives who come under 
this heading, I have found them willing to listen and adyust 
their thinking to practical reasoning as to the sound eco- 
nomics of our business /F 1, as a company representative, 
am willing to take the time to sit down with them period)- 


cally and discuss such issues. 


Cooperation A Must 


In a good many industries there exists to some extent a 
management feeling toward union representatives that if 
they see them only once a year, that is too often. As long 
as management insists on maintaining this attitude I feel 
confident no progress can be made im reaching a satisfac 
tory relationship with union groups. 

Under such conditions what happens? The union through 
economic pressure, work stoppage, or call it what you may, 
really succeeds in getting unfavorable working conditions 
to be added to the contract. Such action can be avoided 
if a more personal interest is taken by management in liv- 
ing up to the conditions of the existing contract, meeting 
currently with union leaders to work out grievances, and 
last but most important, discussing the problems of the in- 
dustry so a mutual understanding can be had by both par- 
ties. Arguments submitted by employers around the bar- 
gaining table are usually considered by union representa- 
tives as stock arguments and not factual. This is not the 
case in informal periodic meeting. 


In one of the metropolitan areas in California where a 
very large number of employees are covered by a union con- 
tract, monthly breakfast meetings are held by union rep- 
resentatives and top management of the various companies 
under the contracts. In these meetings grievances are aired 
and worked out, not just tabled. 

In closing, I would like to leave this one thought with 
you: 

Basically your employee is the same kind of person you 
are. His likes or dislikes might be different; he may be 
motivated differently; his wants may be different; his capa- 
bilities and interest may be different; but he has the same 
basic things that make you and me tick and is entitled to 
the same consideration we expect from others, either our 
supervisors or subordinates. 


If we give consideration equal to what we expect and in- 
still that same feeling in all of our personnel and support 
it with a reasonable policy it will make every employee— 
from the top executive to the office boy—not only a more 
productive employee but an employee with a greater appre- 
ciation of the many fine things that make this a free coun- 
try. 


achengton Pullman 
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normal water demand 


with Marlo cooling units 


Engineered for more efficient re-cycle cooling, Mario Evaporative Con- 
densers and Cooling Towers cut cooling water consumption up to 95% —a 


substantial and steody saving your clients can count on . . . just one of the 
big Marlo economies. 3 


Other Marie features that mean better installations for you... 


Durability Marlo Units last longer—with all galvanized construction that 
resists corrosion. 


@utletness .. Sound-deadening interiors, silent V-belt drive assure low noise- 
level operation. 


Cempactness.. . Mario Units ore instalied easily—with minimum expense. 


.. . for fast, simple, economical servicing. 


Write for complete details on Mario Evaporative Condensers and Cooling Towers. 


MARLO. meaty, 
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Supplement 


including 


ice Cream Production, January to July, 1949 and 1950 
Sherbet Production, January to July, 1949 and 1950 
State Standards for Ice Cream and Frozen Custard 

State Enforcement Officials of Food and Drug Laws 
National and Regional Ice Cream Manufacturers’ Groups 
Regional Associations of Ice Cream Supply Men 
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They Enforce Ice Cream Laws 


in of 

Chemmetry, Montgomery, |. 
George H. Marsh, Director. 

ARIZONA 
State of Meaith, Phoenix. 
}). P. Ward, 

ARKANSAS 


Divmen ef Deiry Products, Little Rock. 
8. Jones, Director. 
CALIPORNIA 
Bureau of Dairy Service, San Francisco, 2. 
©. A. Ghiggoile, Chief. 
COLORADO 
Animal Divison, Denver, 2. 
Jehan A. Miller, Director. 
CONNECTICUT 
of Food, Martierd, 6. 
HMareld Clack, Superving lnepector. 
LPLAWARE 
of Saentary Engineering, Dower. 
Dr. J. L. Cherry, Veterinarian. 
FLORIDA 


}. J. Taevier, State Chem. 
Seate Department of Agriculture, Atlanta }. 
C. Reynolds Clark, Seate Chen. 
IDAHO 
Bureau of Dairying, Bote. 
Lester Hendrix, Director. 
ILLINOIS 
Division of Foods & Dairies, Springteld. 
Charlies W. Wray, Superintendent. 
INDIANA 
Bureau of Dairy Products, Indianapolis 
Jehn Tayler, Director. 
Dairy & Food Division, Des Moines 19 
L. B. Leddy, Chief 
KANSAS 
State Board of Agriculture, Topeka. 
H. E. Dedge, Dewy Commissioner. 
KENTUCKY 
ef Poods, Dr & Hotels, Lowiewille 2. 
Serah V. Dugen (Mra F. C.), Director. 
LOUISIANA 
of Feed & Drugs, New Orleans 
L. Clay, Director. 
MAINE 
of inapection, Augueta. 
Clayton P. Ongeood, Chief 
MARYLAND 
State Department of Health, Balumeore 14. 
C. S. Beimesheld, Food A Drug Commissioner. 
MASSACHUSETTS 
Feed & Drug Division, Becton 
Cart S. Ferguson, Director. 
MICHIGAN 
Bureau of Dairyeng, Lansing 
M. Shower, Chief. 
MINNESOTA 
Dairy & Division, Same Poul |. 
Charles H. Holcombe, Supervisor of Inapections. 
MISSISSIPPI 
Dewy & Creamery Inepections, Jackson 
Frank B. Ford, Supervieor 
MISSOURI 
Dairy Division, lefferson City. 
Joweph Stakes, Commusoner A Director 
MONTANA 
Melena 
Themas McMaster, Inepector in Charge 


NEBRASAA 
Bureau of Dairies, Foods, Weights & Measures, Lincoln 9. 
Gould B. Flagg, Chief. 

NEVADA 


of Feed & Drugs, Rene. 
Wayne B. Adams, Commissioner 
NEW HAMPSHIRE 


NEW 
of Food Control, Albany | 


NORTH CAROLINA 
State of 


Dr. BE. W. Constable, State Chemin. 
NORTH DAKOTA 

State Laboratories Department, Buemarck. 

R. ©. Baird, Food Commissoner & Chemin. 
OHIO 

Division of Foods & Deiries, Columbus 15. 

Clark W. Van Schotk, Chief. 


State Department of . Oklahoma City 5. 

Clyde D. Lacey, State iry Commuesioner. 
OREGON 

Divimon of Foods & Deiries, Salem. 

©. K. Beals, Chief. 
PENNSYLVANIA 

Bureau of Foods & Chemistry, Ha 

Willard S. Hagar, Deputy Secretary & Acting Director. 
RHODE ISLAND 

Division of Food & Drug Control, Prowidence 2. 

Jowph J. Cahill, Administrator. 
SOUTH CAROLINA 

State Department of Agriculture, Columbia. 

}. Rey Jones, Commissioner. 
SOUTH DAKOTA 

State Chemical Laboratory, Vermillion. 

Guy G. Frary, State Chemist. 
TENNESSEE 

Division of Foods, Drugs & Dairies, Nashville 5. 

Eugene H. Holeman, Superintendent & State Chemist. 
TEXAS 

Division of Food & Drugs, Austin 2. 

Joe F. Lakey, Director. 
UTAH 

Dairy & Foed Division, Salk Lake City 1. 

Guy P. Stevens, Supervising Inspector. 
VERMONT 

State Department of Health, Burlington. 

Robert B. Aiken, Executive Officer. 
VIRGINIA 

Divisen of Dairy & Food, Richmond 19. 

N. L. Franklin, Acting Director. 
WASHINGTON 

Dairy & Livestock Division, Olympia. 

Dr. H. F. Beardmore, Supervisor. 
WEST VIRGINIA 

Feed & Dairy Division, Charleston 

C. Harold Amick, Director. 
WISCONSIN 

Dairy & Food Divison, Madison 2. 

Harvey }. Weavers, Chief 
¥YOMING 

State Department of Agriculture, Cheyenne. 
Adolph S. Hamm, Commissioner. 
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State Standards 


PLAIN 
Teeal 
Milk 
Solids 
Minimum 
Percem 
18 


— 
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id 
FRUIT OR NUT FROZEN a a 
cus ARD 
at Fat Solids Fat Solids 
Percen Percent Percent Percent 
18 10 
Arizona 10 
A 
Arkansas 10 18 i4 10 
onnecticut 
go 
_ Delaware 12 12 
Florida 10 18 14 10 1a 
| Indiana 10 18 i4 
| 20 8 16 8 18 | | ee 
| Maryland 12 2 10 | 
| Massachusetts 10 18.5 
ichigan 12 10 12 
| Minnesota 12 20 10 See 
| Montana 10 10 
| 20 if 12 20 | 
| Nev 2 
| New Hampshire 14 12 14 | | See 
| ew 10 8 10 | 
| New Mexico 12 20 10 
| New York 10 18 i4 10 if 
ota 12 10 | 
| 10 18 8 
| Oklahoma 10 21 10 21 
| Pennsylvania 10 
| x 
* 
| Seuth Dakota 12 10 2 2s 
| Tennessee 10 eras: 
| 18 8 14 
Texas Ss 6 
be 
ermont 14 12 
| Virgi 0 8 8 
| 10 20 
| West Virginia 8 18 18 
isconsin 13 11 13 
| | Wyoming 16 18 10 18 10 18 AP doe 


| Air Conditioning & Refrigerating Machinery Assoc., 
Exec. Vice Pres. William B. Henderson. Southern 
Bidg.. Washington 5, D. C. 


American Dairy Assoc.: Mer, Qwen M. Richards, 
20 N. Wacker Dr., Chicago 6, IIL. 


American Dairy Science Assoc.: Acting Secy.Treas., 
P. R. Ellsworth, Oho State Columbus 10, 


American Dry Milk Institute, Inc.: Dor, Bo W. Fair. 
banks, 221 N. LaSalle St., Chicago 1, IL. 


Association of Cocoa & Chocolate Mirs. of the United 
| States: Secy.. Gordon P. Peyton, Du Pont Circle Bidg., 
W ashington 6, 


Dairy Industries Supply Assoc., Inc.: Exec. Vice Pres., 
Roberts Everett, [108 l6th Se N.W., Washington 6, 


Dairy Products Improvement Institute, Inc.: Manag. 
ing Dar, Dr. C. W. Larson, Liberty Bank Buffalo 


Flavoring Extract Mfrs. Assn. of America: Secy., L. P. 
Svmmes, Baker Extract Co., Springheld, Mass. 


International Assoc. of Ice Cream Manufacturers: 
Exec. Secv.. Robert C. Mibben, 1105 Barr Bidg.. W ash. 
ton, 1) ( 


Association of Ice Cream Manufacturers of Pennsyl- 
vania, New Jersey & Delaware: Secy., WH. List, Ir, 
bore! Statler, N.Y 


New England Assoc. of Ice Cream Mirs.: Secy. Treas, 
Malcolm Macleod. 32 Franklin Sereet, Worcester. 


Massachusetts 


National Associations 


Regional Associations 


Milk & Ice Cream Can Institute: Commrs.. Munter- 
Thomas Assoc, 2150 Keith Bldg., Cleveland 15, Ohio. 


National Ice Cream Mix Assoc.: Secy., E. L. Koepenick, 
1406 “G”" Sc, N. W., Washington 5, D. C. 


National Assoc. of Dairy Equipment Mfrs.: Exec. 
Secy., C. M. Fistere, 927 15th St, N. W., Washington 5, 
D.C. 


National Association of Retail Ice Cream Mfrs., Inc.: 
Exec. Secy., E. M. Warder, 512 Commerce Bldg., Toledo 
4, Ohio. 


National Dairy Council: Pres. Milton Hulse, Lil 
Canal St., Chicago 11, IIL. 


Paper Cup & Container Institute, Inc.: Exec. Dir. 
Dale H. Eckerman, 1790 Broadway, New York 19, N. Y. 


Paper Pail Assoc.: Exec. Secy., Harvey H. Robbins, 111 
W. Washington Chicago, IIL. 


Parafhned Carton Research Council: Exec. Secy., Har- 
vey H. Robbins, 111 W. Washington St. Chicago, IIL. 


Refrigeration Equipment Mfrs. Assoc.: Exec. Secy., W. 
Vernon Brumbaugh, 1346 Connecticut Ave., Washington 
6 


Soda Fountain Mfrs. Assoc.: Exec. Secy.. C. |. Palmer, 
W. Washington Chicago 2, IIL 


Northwest Assoc. of Ice Cream Mfrs.: Exec. Secy.. D. 


T. Carlson, Willmar, Minn. 


Quality Chekd Ice Cream Assoc.: Secy., P. C. Carver, 
Carver lee Cream Co... Oshkosh, Wis 


Southern Assoc. of Ice Cream Mfrs.: Secy.-Treas.. 
David P. Adams, 406 Chamber of Commerce Bldg., Nash- 
vile 3, Tenn. 
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State and Local Associations 


Alabama Dairy Products Assoc.: Secy Treas, J]. W. 
Parkman, |r. Dothan Ice Cream Co., Dothan. 


Arkansas Ice Cream Mfrs. Assoc.: Secy- Treas. E. R. 


Garrison, University of Arkansas, Favetteville. 
Dairy Institute of California: Mgr. Jay H. Kugler, 
57 Post St.. San Francisco. 


Colorado Dairy Products Assoc.: Secy.. W. K. Holm, 
415 Chamber of Commerce Bidg.. Denver. 


Connecticut Ice Cream Mfrs. Assoc.: Secy.. Wm. |. 
Rider, Rider Dairy Co., 11 New St., Danbury. 


Florida Dairy Industry Assoc.: Exec. Treas. E. T. Lay, 
220 Newman St., Jacksonville 2. 

Georgia Dairy Assoc., Inc.: Secy-Treas., James E. Jack. 
son, Hurt Bidg., Aclanta. 

Idaho Dairymen’s Assoc., Inc.: Secy Treas. G. C. An- 
derson, Univ. of Idaho, Extension, Boise. 

Illinois Assoc. of Ice Cream Mfrs.: Exec. Secy., M. G. 
Van Buskirk, 309 W. Jackson Blvd., Chicago. 

Illinois Dairy Products Assoc., Inc.: Exec. Secy.. M. G. 
Van Buskirk, 309 W. Jackson Bivd., Chicago. 


Illinois Ice Cream Mix Mfrs. & Distributors Assoc.: 
Secy-Treas.. M. G. Van Buskirk, 309 W. Jackson Blvd. 
Chicago. 


Indiana Dairy Products Assoc., Inc.: Exec. Secy., R. A. 
Larson, 623 Board of Trade Bidg., Indianapolis, 4. 


Association of Ice Cream Mfrs. of Iowa: Exec. Secy.. 
John H. Brockway, 908 Walnut St., Des Moines. 


Kansas Ice Cream & Milk Institute, Inc.: Exec. Secy., 
Dale M. Bryant, 1004 Brown Bidg., Wichita 3. 


Kansas State Dairy Assoc.: Secy., H. E. Dodge, Topeka. 


Dairy Products Assoc. of Kentucky, Inc.: Secy., F. T. 
Flynn, 128 E. Chestnut St., Louisville 2. 


Louisiana Dairy Products Assoc.: Secy.-Treas., Chas. T. 
Govan, New Orleans. 

Michigan Allied Dairy Assoc.: Secy.. L. N. Francke, 
2010 Olds Tower Bidg., Lansing. 


Mississippi Dairy Products Assoc.: Gen. Secy.. F. H. 
Herzer, State College. 


Missouri Ice Cream & Milk Institute: Secy.-Treas., 
Prof. W. H. E. Reid, 124 Eckles Hall, Univ. of Mis 


sour, Columbua. 


Nebraska Ice Cream Mfrs. Assoc.: Secy.-Treas.. R. W. 
McGinnis, 845 Fremont. 


Upper Peninsula Dairy Mfrs. Association: Secy., Wal. 


ter Unger, Pine Mountain Dairy, Iron Mountain, Mich. 


Granite State Dairwmen’s Assoc.: Secy.. Dean G. Ham. 
mond, State House, Concerd, N. H. 


New Mexico State Farm Bureau, Dairy Commodity 
Group: Secy., B. |. Romig, McCarty’s Dairy, Las Cruces. 


Association of Ice Cream Mfrs. of New York State: 
Secy.. W. H. Last, Hovel Statler, 

North Carolina Dairy Products Assoc.: Exec. Vice 
Pres. Lloyd Langdon, Insurance Bidg., Raleigh. 


North Dakota Dairy Industries Assoc.: Secy.. Marjore 
Burnham, Box 1976, Fargo. 


Ohio Dairy Products Assoc.: Exec. Secy.. O. BE. Ander- 
son, E. Long Columbus. 


Oklahoma Dairy Products Institute, Inc.: Treas. Edd 
L.. Misel, South Side Dairy, Oklahoma Ciry. 


Oregon Dairy Mfrs. Assoc.: Secy.. Dr. G. H. Wilster, 
« © Oregon State College, Corvallis. 


Central Pennsylvania Ice Cream Assoc.: Secy., |. R. 
Trexler, Penn Cress lee Cream Co., Cresson. 
Pennsylvania Dairymen's Assoc.: Secy., Chas. E. Cow. 
an, 621 Grand View Bivd., Lancaster. 

South Carolina Dairy Assoc., Inc.: Secy- Treas. W. L. 
Abernathy, Jr. Chester. 

Brookings Creamery, Brookings. 


Tennessee Dairy Products Assoc.: Secy.. David P. 
Adams, Nashville. 


Dairy Products Institute of Texas: Exec. V.P., George 
M. Clarke, 603 Scarbrough Bldg... Austin. 

Utah Dairy Products Assoc.: Exec. Secy., George L. 
Nelson, 212 Kearns Bidg.. Salt Lake City 1. 


Utah Assoc. of Ice Cream Mirs.: Secy., Carl Harward. 
159 W. Ist South Se. Sale Lake City. 


Virginia Dairy Products Assoc.: Secy.Treas, 
Stahl, Monticello Dairy, Charlottesville. 

Washington State Dairy Foundation: Secy.. Treas. A. 
Frank Bird, 822 Skinner Bldg. Seattle 1. 

West Virginia Dairy Products Assoc.: Secy., J. 
Weese, West Virgima University, Morgantown. 


Wisconsin Assoc. of Ice Cream Mirs.: Secy..Treas., P. 
CC. Carver, Carver Ice Cream Co., Box 645, Oshkosh. 
Wisconsin Retail Ice Cream Mfrs. Assoc.: Secy., Oliver 
Gruse, 119 S. Washington St. Green Bay. 


Wyoming Dairy Assoc.: Secy.. H. F. Newton, Jersey 
Creamery, Sheridan. 
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Regional Supply Men's Organisations 


Alabama Dairy Boosters: Secy.. ]. Arnold Green, Certi- 
hed Products Co., Birmingham. 


Dixie Flyers Association: Exec. Secy., Fred H. Sorrow, 
101 Maretta Sereet Bidg., Atlanta 3, Georgia. 


Arkansas Travellers: Secy.. E. D. Fant, Sapulpa, Okla. 


Badger Flyers: Secy.. H. E. Stinchheld, 1221 E. 35th Se. 
Minneapolis, Minn. 


The Edible Gelatin Mfrs. Research Society of Amer- 
ica, Inc.: Secy., H. B. Sweatt, 95 W. 42nd Se. C. 


Empire Flyers: W. J. Parsonson, 3743 D Sr. 
Phila., Pa. 


Florida “Alligator Club”: Secy.. O. L. Bobo, Liquid 
Carbonic Corp., Box 84, Jacksonville. 


Georgia Crackers: Secy.. Don Fischer, 313 N. Highland 
Ave.. N. E. Aclanta. 


Iltinois Dairy Products Boosters’ Association: Secy., 
Ted Schedler, Wyandotte Chemicals Corp., Chicago. 


Dairy Boosters of Indiana: Secy., Russ Oberlies, Bessire 
Co., Indianapolis. 


Kansas Jack Rabbitts (Kansas): Secy., A. C. Sweeney, 
10 W. 36th Se, Kansas City, Missouri. 


Michigan Dairy Boosters: Secy. Cecil D. Mallory, 
16723 Beaverland, Detroit 19. 


Minnesota Gophers: Secy.. H. E. Sanchheld, 122! E. 
Minneapolis. 


Mississippi Magnolias: Secy.. Tommy Thomson, Ref rig- 
eration Corp. of America, Memphis, Tenn. 


Missouri Mules: Secy.. A. C. Sweeney, 10 W. 39th Se. 
Kansas City, Missouri. 


Nebraska Boosters: Secy., Ralph Wigg, Schwarz Paper 
Co., Lincoln. 


North Carolina Tar Heels: Secy., ]. F. Neely, 122 Glen- 
wood Ave., Raleigh. 

Ohio Dairy Boosters’ Association: Secy.. H. R. Riedel, 
902 Huntington Bank Bidg.. Columbus 15. 


Poodle Dog Association (Iowa): Secy.. W. H. Flick. 
inger, Cherry-Burrell Corp., Cedar Rapids, Iowa. 


Oklahoma Indians: Secy.. C. B. Roberts, 3600 N. W. 
24th St.. Oklahoma Ciry. 


Tennessee Hill Billies: Secy.. Frank Kay, Dairy & Ice 
Cream Supply, Knoxville. 


Texas Longhorns: Secy., Fred B. Cox, Anderson Sales 
Company, Temple. 


Virginia Cavaliers: Secy., James E. Purcell, 3007 Grove 
Ave., Richmond. 


Wolverines: Secy., Ben W. Wood, Warner-Jenkinson 
Co., Minneapolis, Minn. 


United States Sherbet Production Trend 


(IN GALLONS) 


For the First 7 Months of 1949 and 1950 


1950 
680,000 
750,000 
960,000 

1,210,000 
1,810,000 
2,100,000 
2,200,000 


9,710,000 


1949 
560,000 
630,000 
850,000 

1,150,000 
1,510,000 
1,790,000 
1,970,000 


8,460,000 


Trend 
21% 
19% 
13% 

5% 
20% 
17% 
12% 
159% 
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Area 
Massachusetts 
Connecticut 
New York 


New Jersey 
Pennsylvania 
Other N. A. States 


NO. ATLANTIC STATES 


Indiana 
Michigan 
Wisconsin 


E. N. CENTRAL STATES 


N & S Dakota 


Kansas 

WEST N. CENT. STATES 
Dist. of Columbia 
Maryland 

Virginia 

West Virginia 

North Carolina 

Georgia 

Florida 

Other S. A. States 

SO. ATLANTIC STATES 


Texas 


Other S. C. States 

SO. CENTRAL STATES 
Colorado 

Other Mt. States 
MOUNTAIN STATES 
Washington 

Oregon 

California 

PACIFIC STATES 
UNITED STATES 


1950 
11,220,000 
3,630,000 
$6,000,000 
4,675,000 
38,930,000 
5,400,000 
99,815,000 


19,490,000 
11,185,000 
18,200,000 
15,000,000 

8,735,000 
72,610,000 


7,795,000 
6,625,000 
9,115,000 
2,695,000 
3,465,000 
3,985,000 
33,680,000 


3,895,000 
4,975,000 
5,495,000 
3,495,000 
8,065,000 
3,745,000 
5,275,000 
2,820,000 
37,765,000 


6,150,000 
4,060,000 
3,995,000 
3,830,000 
14,160,000 
5,970,000 
38,165,000 
3,015,000 
6,935,000 
9,950,000 
4,910,000 
3,910,000 
22,125,000 
30,945,000 


322,970,000 


United States Ice Cream Production Trend 


(IN GALLONS) 


For the First 7 Months of 1949 and 1950 


1949 

12,095,000 
3,975,000 
$7,960,000 
5,405,000 
40,050,000 
5,785,000 
105,270,000 


20,760,000 
12,000,000 
20,320,000 
16,190,000 

9,560,000 
78,830,000 


8,390,000 
7,165,000 
9,705,000 
2,935,000 
3,735,000 
3,920,000 
35,850,000 


3,935,000 
5,125,000 
5,930,000 
3,680,000 
7,560,000 
3,915,000 
5,315,000 
2,875,000 


38,335,000 


6,820,000 
4,185,000 
3,695,000 
3,985,000 
14,170,000 
6,415,000 
39,270,000 
3,030,000 
7,135,000 
10,165,000 
5,260,000 
3,715,000 
22,305,000 
31,280,000 


339,000,000 
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1950 EXPOSITION-IN-PRINT 


ACE CABINET CORP., 110 E. 
Sereet, New York 17. N.Y. Permnne! 
M. bterser, Plenry Alex Un 
ger, Mike Silver, Abe Robe, A. Po 
nin, Mileon Bass and sales reps. Prod 
ucts Deplay 
calunessn. BOOTH 


ACORN SHEET METAL MPG. 
CO., 625 W. jackson Bivd. Chacago, 
[lines Personnel: Phillep M. Samuels, 
M. Yelen and A. Aincham. Prod 

lee Cream vending carts and tr 

eveles. BOOTH 1244 


AKRON EQUIPMENT CO., Akron, 
Ohw. Personne! Robert Quine 
acts: lee cream cutters, dipping tank 
BOOTH 362 

ALPHA AROMATICS, INC... 656 
Thurd Avenue, Brooklyn $2, N.Y. Per 
Milton Aumbunder, Joseph Surry 


and sales reps. Products trum and nut 


and regular «we cream 


teats 


spectalties, vanillas, extracts 


and special equpment. BOOTH 1527 


AMBROSIA CHOCOLATE CO, 
1109 N. Sch Se. Milwaukee 3, Wisc 
Personnel 1. R. Gillette and sales reps 
Products Cocoa beans and coanng sam 


BOOTH 307 


AMERICAN BREDDO CORP., 40 
W. Se, N.Y. 1, N.Y. Headquar 
fers Claridge Pereomne! Andrew de 
Balogh, M Landers, Kauhnreith 
and Ben Libowis, Product: 


emuluhers and coatings tor ke cream 


BOOTH 357 


AMERICAN FOOD LABORATO. 
RIES, INC. 
Ambassador. Personne! 
man, Milton Crlaubman, Irving Crlaub 

S. Myman, Maurwe My 

man, Seymour Soege!, Dr. Willis Seein 

itz, Dan Meehan, David Hotter, George 

Raver, Al Bogart Products NV anellas, 

favors and extracts, stamiieers, tood 

specialties, teod colors syrups BOOTH 


ple x 


Seabulirers, 


Avenue, 
Headquarter: 
Joseph 


man, Ptarry 


AMERICAN MAIZE PRODUCTS 
CO. 100 E. 42nd S&.. N. Y. N. Y 
Charles Santord, A. C. Mop 
kins, W and sales reps 
Products Corn b rode s 
syrup products 


} te rade 
ay 


and specialty 


AMERICAN PAPER GOODS CO., 
Kenengron, Connectut. Personne! 
Warren Young and sales reps. Prod. 
ucts lee cream Cup and 


AMERIO REPRIGERATING 
EQUIPMENT CO., 128 . 44th Ave- 
nue, Umon Coty, N. J. Headquarter: 
Ambassador. Mr. & Mrs. 
Pat Amerwo. Products Refrigerated 
truck 


MAX.AMS-H. BARON DIV. OF 
AIRLINE POODS CORP., 
W. Elwabeth Avenue, Linden, N. J. 
Headquarters: Premdent. Personnel: M 
S. Jennings, J. Jennings, Ira S. Brighe 
man, R. 1. Clark, Hi. Siiverton, C. N 
Tiedt, |. W. Wheeler, E. Osmun, E 
Baker. Products: Fruits, specialnes, 
nutmeats, emulsons, extracts, flavorings, 


and sundaettes. BOOTH 269. 


ANDERSON BROTHERS MFG. 
CO., 1907 Kishwaukee Street, Rock 
tord, Ulimow, Personnel: Ralph S. An- 
derson, Swan F. Anderson, Walter E 
Crunnerson and others. Products: Auto 
mati packaging machinery, fillers and 
cappers, brick cutting and slicing ma 
chunes, bar machines, stick holders, dis 
pensers and sorters, syrup pump, bag. 


gets, ice cream molds. BOOTH 1332 


ANDERSON & WAGNER, 470! S. 
Mettler Avenue, Los Angeles Products 
Evertrost fountain equipment 


ANHEUSER-BUSCH, INC. %h & 
Arsenal Sereets, Sc. Louis, Missoun. Per. 
sonnel: E. R. Weigman and sales reps 


Products lee cream dispensing, display 
and hardening cabinets. BOOTH 1315 


ANIMATED DISPLAY CREA. 
TORS, UNC., 111 S. 6th Sereet, Min- 
neapols 2, Minnesota. Headquarter: 

Hotel Runnymede. Van A 

and Viwletre Olkon. Produc: 

Animated sound displays with electric 


BOOTH 341 


eve device 


ASSORTED NUTMEATS CO., 4106 
Main Screet, Pittsburgh 24, Pa. Per 

lohn f and 
Nuts for ice cream. 


4 Stevenson 


ned tw 4 


reps 


ATLAS TOOL & MFG. CO., 
Natural Bridge Bivd., Se. Lows 15, Mo 
Personnel: G. A. Delt. Products: lee 
cream vending equipment 


AUTOMATIC FREEZER MFG. 
CO., 35 North Lehman Sc. York, Pa. 
Personnel: C. E. Rawhauser. Products 
lee cream and custard freezers. 


AVLON’S FLAVORS, 125 Dwighe 
Sereet, Springheld, Mass. Personne! 
Perry Kappardaks. Products: Pure and 


umitanon flavors 


BAGBY & CO., 1827 Benson Avenue. 
Evanston, Per womne/ Ralph 
Bagby and reps. Products: Automatic 


cream dispensers, filers and cappers. 
BOOTH 1256. 


WALTER BAKER CHOCOLATE 
& COCOA DIV. GENERAL 
FOODS CORP... Dorchester 24, 


Mass. Personnel: E. G. Derby and sales 
reps. Products: Cocoa beans, chocolate 
flavors and coating» 


BOOTH 108 


BALCH FLAVOR CO., 130! Adams 
Sereet, Pittsburgh, Pa. Personnel: G. 
G. Balch and sales reps. Products: Rip- 
ple ie creams, equipment emulsions, 
coatuigs, dairy hase». 


BOOTH 320 


rup, flavor 


BARRY & BAILY CO., 242) N. 27th 
Street, Philadelphia 32, Pa. Personnel 
Samuel E. Bailey and others. Products 
Refrigerated truck bodies. BOOTH 


BASTIAN-BLESSING CO.,, 4201 W 
Peterson Ave., Chicago 30, Per- 
L. N. Lucas, L. G. Blessing, M 
E. Srecrynski and others. Products 
Twun-Serv soda fountain and new soda 
fountain models, cabinets, carbonators 
and accessory equipment. BOOTH 400. 


BATAVIA BODY CO., INC., Bata. 
Personnel: Sid E. Crofts, and 
Products: Retrigerated truck 
BOOTH 300 


via, Ill 
others 


BECK VANILLA PRODUCTS CO. 
1403 Seate Se. E. Se. Lous, 
Pervonnel Jacob Beck, Howard Beck, 
Norman Beck and sales reps. Products 


Vanidlias. BOOTH 1720 


HOWARD BLACK CHERRY CO. 
Traverse City, Michigan 
Howard Black, L. B 
Kinkade, Bill Haskell! 
res. BOOTH 1523 


Personne! 
Esmond, Dan 
Products (her. 


Ice Cream Fretp, October 1950 


: 
+ 
i 
4 
} 
} 
i 
| 
4 
4 
} 
i 
| 
| 
; 
| 
i 
| 
3 
3 
| 
si 
a 


BLANKE-BAER EXTRACT & PRE. 
SERVING CO., 1242 South Kong» 
hughway, Se. Lows 9, Mo. 
ters: Personae’) Dr. S. A 
Baer, Miller A. 
C. R. Kiefkern, E. Lacan, C. P. Carter, 
T. S. Phedsen, L. Prod 
mut muetures, extracts, 


vors and colors, BOOTH 104 


BLOOMER BROTHERS CO., New 
ark, N.Y. Robert S. Bloom 
er, Wm. M. Robson, Howard Franklin, 
and others. Products: loe cream pails 
and BOOTH $21 


BLUMENTHAL BROTHERS, Mar. 
garet & James Se. Philadelphia, Pa. 
Personnel: Sam Blumenthal and others 
Products, Chacolate flavors and coating» 


BOND DISPLAYS, Ardmore, Pa. 
Products) Merchandising superstructures 
and displays 


BOWEY'S INC., Orleans Screet. 
Chicago 10, Ill. Personnel: C. F. Bowey, 
D. F. Bowey, L. N. Johnson and others 


Products lee cream favors, Dari-rich, 


BOOTH 456 


BROOKLYN METALWARE, 22) 
Varet Sereet, Brookivn, N. Y. Person- 
nel: Ed Solmck, H. Solmick, A. Solnack 
and others. Products: lee cream carts 


and dry “ue home's. 


BROWN’S FROSTED FOODS, 
INC., Chrisnan & Howard Ses., Phila. 
delphia 47, Pa. Headquarters: Ambassa- 
dor. Personnel: Harry V. Brown, H. 
V. Brown, }r., Messrs. Carroll, Mehler, 
lanne}:, Tresdder. Products 
herriers, peaches, bananas, pineapple 


and purees. BOOTH 437 


Srraw-. 


THE BURTONITE CO., 156 Chest 
nut Nutley 10, N. J. Headquarters 
Ambassador Personnel Burton HH. 
Greenwood, M. C. Rowley, L. B. Krob, 
H. L. Schaufelberger. Products: Edible 
gelatin and vegetable colloids 


CARVEL CORP., 550 W. 35th Screet, 
N N Personnel Tem Carvel, 
Products, Custard King freezers 


CARY MAPLE SUGAR 
Johnsbury, Vermont. Products: Pure 
maple svrup and sugar 


Ice Cavam Freto, October 


CHERRY BURRELL CORP. 42> & 
Randolph Se. Checago 6, Per 
Wm. S. Samon, |. W. Ladd. 
E. L. Siaveon, A. Wood, man 
agers and reps 
and im luding wets, 
tanks, Comet a, 
tongs, testers, fru feeders, BOOTH 
1120. 


CHICAGO STAINLESS EQUIP. 
MENT CORP. S01 Ave. 
Chicago 4), Per com nei Mia 
tare, B. ©. Beeitzke, and others, Prod 
Ptyghspeed pre-heater, tanks, ket 
tles and BOOTH 20° 


CHILL-RIPE FRUITS, INC. 210 
Fitch Awenue, New York, 
quarters: Ambassador. Personne!) Sam 
son D. Price and Ralph Harvey. Prod 


ucts: Proven fruits 


CHOCOLATE PRODUCTS 

415 W. Scores Sx. Chicago I, Per 
mmnel A. D. Pashkow, Jack Encksan 
and others. Products: Chocolate syrups, 
coatings and powders. BOOTH 154 


CLEVELAND FRUIT JUICE CO. 
336 Vega Avenue, Cleveland |}, Oho 
Personnel: T. A. Doherty, F. Payne and 
sales reps Products: Frusts, nurs, 


extracts, tudges, vanilas. BOOTH 120 
CLINTON INDUSTRIES, 


Clinton, Lowa. Prodarcts: ewceten 
ers 


COLDIN CABINET CO. INC. 
Webster Ave. New York %4, 
N. Y. Products: Full-winon refrigerated 
display cases 


CONTAINER CORP. OF AMERI. 
CA, 38 S. Dearborn Sereet, Chicago }, 
Ill. Headquarters: Ambassador. Per 
sonnel: W. D. Kellogg, W. H. K. Ben 
nett, |. H. Browne and sales reps. Prod 
ucts: lee cream cartons, BOOTH 1216 


CONTINENTAL CAN CO,, [00 
42nd St. N.Y. Meadguarter: 
Claridge. Personnel: E. R. Van Meter, 
H. A. Kirk, John Jennings, D. A. John. 
som, R. L.. Shearer and others. 7radact: 


Packaging for dairy products. BOOTH 
229 


CORN PRODUCTS SALES CO., 
Battery Place, New York, N. Y. Prod 
ucts. Dextrose and corn syrup. BOOTH 
aor 


M. CORTIZAS & Arch Se. 
Philadelphua 6 Pa. Personnel: M. Cor 
coves, beans 


COTTAGE GROVE NUT CO., |” 
Pomona Avenuc, San jew, Per 
comme! Lesher Alboum. Products, Shelled 


Cahterma W alnuts 


COUCH & PHILIPPI, 215 San Fer 
nande Read, Los Angeles $1, Cait 
Products Merchanduing duplay 


CRAIG VENDING CO. 158 Helle 
ville Awenue, New Bedford, Mass. Prod 
ucts lee cream vending machines. 


CREAMERY PACKAGE MPG. CO. 
1243 W. Washington Bled. Pereonne! 
G. E. Walks, E. B. Lehrack, G W 
Putnam, |. L. Brazee, D. C. Lightner, 
FG. Jones, branch managers and sales 
reps. Pradecte Equepment and supplies 
including tanks, plate pasteurizer, plate 
comer, conmmmucus freezers, feeder, 
can hilers, stamles steel tables, pumps, 
homogenzers, vacuum hiler and capper, 
refrigerating machunery and Emery Ag 
gregate flooring. BOOTH 


J.B. CULVER CO., 4802 Chicago 
Minneapolis 7, Minn. Personne! |. 
Culver Products| Mere handising die 
plays 


DAVID DAVIDSON DISPLAYS, 
6426 Santa Monwa Bivd.. Hollywood 


Perwneel Dawd Davidson 
Products) Dwplay and merchandiang 
material 

DEAN PRODUCTS, INC, 


Dean Sereet, Brooklyn 16, New York 
Percoomnel Walter Raskin, Rubin Raskin 
and others. Producti: Cold plates, cals 


net lids and collars, replacement tanks 


HARRY W. DIETERT CO, 9) 
Roselawn Avenue, Detrow 4, Michigan 
Personnel, Harry W. Dectert. Products 
Control equipment 


DIXIE CUP CO., Easton, Pennsylvania 
Headquarters Ambassador. Personnel 
H. Moore, Dawsan, DG jennee, 
S. M. Sawyer and sales rere. Products 
lee cream cups and food contamers 


BOOTH 116 
DOJAMA EASTERN CORP., Gor 


domville, Products: Display 
signs 
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DOLE REFRIGERATING CO., Wie 
N. Pulaski Road, Chacage 0, 
Personne: L. EB. Seth, Beuce Tweed, 
©. L. Rew, D. A. DeMore, C. C. Ryan, 
A. F. Sawyer and sales reps. Product: 
ond fountam plates 
BOOTH 1264 


DREHMANN PAVING & FLOOR. 
ING CO., Gaul & Tioga Se, Phila 
Pa. Products Flooring mate 


rials 


Sereet, New York, NN. Y. Persomne! 
F. Peasback and others. Products Sta 
buliwers and emulethers. 1472 


DRUMSTICK, P. O. Boa 1542, 
Fort Worth, Texas. Personnel: Barney 
Parker, |. T. Parker, Beace Parker and 
others. Product: Frozen Drumsnck and 
equpment. BOOTH 


THOMAS W. DUNN CO,, 534 Pear! 
Sereet, New York 7, N.Y 
ters: Claridge. Personnel: jay Henry, 
F. Hollweg and others. Product: 
lee cream gelann. BOOTH 365 


LASTERN DAIRY EQUIPMENT 
CO., (Queen Bivd. Woodsde, 
N. Y. Personnel: Eric Webster and 
others, Pradwcts: Dawy supphes ond 
equpment. BOOTH 1524 


EASTERN PAPER & BOX CO., i 


Causeway Sereet, Boston 14, Massachu 


Meadguar 


setts. Personnel, George T. Dooley and 
others. Products Fruwts, cartons and 
spooms. BOOTH | 


EMPIRE BISCUIT CO. Waverly 
Avenue, Brooklyn 5, Meadquar 
ters: Claridge. Personnel Wiliam 
Rabun, |. Kaufman, DD. Zabriskie, and 
G. Zabriskie, Products Waters and 


equipment for we cream sandwiches 


BOOTH 1420 


ESKIMO PIE Bloombeld, 
|. Headquarters: Claridge and Am 
T. Cochran, fr, W. G. Warmck, 
W. Wade, and sales reps. Product: 
Fekumo Pie production, merchanduing 
and advertising programs. BOOTH 154 


EX-CELL-O CORP... 12 Oakman 
Bivd.. Derrout 6, Michigan. Personne: 
G. D. Seow, G. L. Mufiman, H. G 
Biaby and sales reps Product: 


pak xe cream packaging equipment 
BOOTH 


Pure 


EXTRAX CO. 40 Furman Screet, 
YY. Persomnel: Harold 
Hofiman and sales reps. Products: Stab 
haere, saluble chacalate concentrates and 
other supples tor BOOTH 
1326 


FENN BROTHERS, Srous Falls, South 
others. Product: Butter brickles for we 


«ream 


THE FISCHMAN CO., Se 
Alleghany Philadelphia, Pa. Per. 
sonnel. Arthur Fuchman, Harry Fuch- 
man, Leo Fiuchman, |. |. Noonan and 
others Produc Soda 
BOOTH 


FLORASYNTH LABORATORIES, 
1333 Olmstead New York, N.Y. 
Headquarters: Morton. Personnel: Jos- 
eph Fem, Wilham Lakritz, Dawid Lak 
mtz and others. Product; 


fla and < olors 


lee cream 


FOLDING CARTONS, INC. OF 
NEW JERSEY, 20 Rwer Road, Bo 
gota, N. J. Personnel, Phil Burre and 
others 


mg nowe! ties 


FOOD MATERIALS CORP. 252! 
W. 48th Sereet Chicago 32, Ill. Person 
nel: E. E. Peight, E. N. Heinz, Jr, P 
T. Storr, M. I 
Products 


Praducts ( artons tor packag 


Samson and sales reps 


Vanillas. BOOTH 328 


FOOTE & JENKS, INC. 240 W 
Cortland Street, Jackson, Michigan 
Personnel: Paul W. Thurston, Larry 
Mathany, Sidnew Ross, T. |. Toryusen, 
E.G. Weed, W. F. Weed, C. E. Davis, 
L. Smuth, J. M. Morse, and others 
Products Vanillas, crue fruit and novel. 


ty flavors, coffee concentrate BOOTH 


FOREMOST FOUNTAIN CO, 32° 
Casanova Sereet, New York, 
Pet vonnel Max Rosenthal and others 
Products Seda fountams 


THE FOREST WADDING CO. 
4190 Washington Sc. Boston 30, Mass 
Personnel, Raiph Bangs, Ralph Nelson, 
Sam Goldberg, MH. A. Forman, and oth- 
ets. Products: Insulated bags and liners 


FORREST BAKING CO. ww W 


Lawrence Ave.. Chicago Liles 
Robert Forrest and others 


loe cream canes 


Pereonnel 
wel te 


FRANKLIN BODY & EQUIP. 
MENT CO., 1042 Dean Street, Beook.- 
lem, NN. Y. Waleer Raskin, 
Ruben Raskin and others. Products: Re- 
trigerated trucks. 

PRIGIDAIRE DIVISION, GENER. 
AL MOTORS CORP... Dayton, 
Ohio. Perwnne: P. W. Budworth, G. 
F. Jenkins, john Goldhamer, |. A. 
Hanlon and sales reps. Products: lee 
cream cabinets. BOOTH ROOM A. 

FULTON ENGINEERING 3’. 
21 Vernon Blvd. Long Island City, 
N.Y. Personnel: Joseph Kindman, Ber- 
nard Kindman and sales reps Products 
lee cream molds, packaging and novelty 
equipment. BOOTH 1223 

GARDEN OF THE SETTING 
SUN, Mecca, California. Personnel 
Mes. Edna Cast. Products: Date prod. 
wets for ice cream, and milk 

GENERAL EQUIPMENT SALES 
CO., 824 South West St. Indianapolis, 
Indiana. Headquarters: Chelsea. Person- 
nei: R. E. Wildman, F. P. Thomas, 
Ir. C. FP. Roark, and M. F. Seals. 
Products: lee Cream freezers and mix 
storage calunets. BOOTH 1470 

GERMANTOWN MPG. CO. 3100 
Lancaster Avenue, Philadeipma 31, Pa. 
Personnel: F. E. Poulterer, Duane Poul. 
terer and sales reps. Products: Seabv- 
livers and emulsihers. BOOTH 351. 

GIRTON MFG. CO., Millville, Penn- 
syivama. Personnel) Paul K. Girton, 
and sales reps. Products: Processing 
vats, stainless steel sanuary cleaning 
equipment. BOOTH STAGE 3}. 

GRAND RAPIDS CABINET CO. 
Grand Rapids, Michigan. Personnel 
Edward M. Frez, William Molloy, P. 
G. Freez, W. H. Knowles, Hal Beumer, 
C. A. Fowler, G. R. Lorch and others 


Products: Retail store layouts, planning 
and equipment including fountains, dis- 


hooths, 


play cabinets, storage cases, 
stools, eve. BOOTH 1432. 

ROBERT M. GREEN & SONS, 
INC., 921 North Sth Sereet, Philadel. 
23, Pa. Headquarters: Presdent 
Personnel: Sam Norman, Manny Burke 
and others. Products: Soda fountain 
equpment. BOOTH 417. 

S. GUMPERT & CO., INC. 9402 
104th Sereet, Ovome Park, N. Y. 
HH. G. Janower, Lew Schall and 
sales reps. Products Frusts and flavors, 
extracts and colors, soda fountain prod 
ucts. BOOTH 667 
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G. P. GUNDLACH & CO., 120) W 
Sch Sereet, Ohno. Personne! 
G. P. Gundlach, C. W. Eamand, G. B 
Gundlach, Jr. and sales reps. Product: 


Advertuung duplays, merchandising and 
research aids and allied products 
BOOTH 657 


HACKNEY BROTHERS BODY 
CO., Wilson, North Carolina. Head 
quarters: Motel. Personnel 
T. }. Hackney, T. ]. PMackney, Ir. W 
T. Boos, R. W. Youngsteads, and sales 
reps. Products: Retrigerated truck 
bodes. BOOTH 1154. 


WM. MELISH HARRIS, 52 Vander. 
Awenue, New York, N. Y. Person. 
Wm. Melish Harris. Products 
Merchanduung duplays. 


THE HARRISON CO. Stone 
Sereer, New York 4, Personne! 
George Harruon, David E. Singer, 
Dewey Harrson and Marion C. Har. 
Products Coffee favor, BOOTH 
370. 


HELMCO.LACY, INC,, 1215 W. Ful 
lerton Avenue, Chicago 14, Illinou. Per 
sonnel: F. Lacy, and H. E. Lacy 
Products: Fountamette, fudge warmers, 
hot cups and service stations. 


THE HILLSON NUT CO, 1322 
Woodland Ave. Cleveland, Ohio. Per- 
wanel: R. E. Hillson and E. T. Hill. 
son. Products: Nuts and nut toppings 


tor we cream. 


HOOTON CHOCOLATE CO.,, 339 
N. Sth Sereet, Newark, New Jersey 
Personnel: E. J. Teal, George B. Dodd, 
Fred Dodge and sales reps. Products 
Chocolate coatings, liquors and cocoa 
powders. BOOTH 503. 


THE HORNER SALES CORP., 7500 
Felicia Way, Pittsburgh 8, Pa. Person. 
nel: E. E. Horner and sales reps. Prod. 


wets: Mineral sales. stabilizers, emuls- 


hers. BOOTH 366. 


HOVEY, STANTER & CO. i 
Hudson Se. New York, N.Y. Head. 
quarters: Brighton. Personnel; CM 
Hovey, G. P. Bourlier, |. M. Martin, 
and J. Campion. Products: Milk prod 


ucts. 


THE HUBINGER CO., Keokuk, lows 
Products: Corn syrup solids, corn syrup 
unmuised 


HUDSON MANUFACTURING 
CO. 6310 Lincoln Ave. Morton Grove, 
Personae! Robert Bechn, Joseph 
A. Gawer, and sales reps Products 
Vanillas. 


ICE CREAM FIELD, W. 44 
Sereet, New York 14. N. Y. Mead 
quarter s Traymore and Serand. Perwe 
nel: Howard B. Grant, Alex E. Free 
man, Lows Tranmillo, Jay M. Sand. 
ler, Sedmey M. Maran, Dr. C.D. Dahle 
Prodmwcts: Magazines, surveys and copies 
of Seda Fountam Operanon manual. 
BOOTH 235 


ICE CREAM NOVELTIES, INC. 
110 Murray Sereet, New York, N. Y 
Headquarters: Claruige. Personnel: Irv- 
ung Jaffe, Miss E. Newman and sales 
reps. Products: Wale Disney confection 
materials featuring Donald Duck, and 
equipment including brine tank molds. 
stick holders, defrower, dry coanng 
equipment, manual dipping tank, auto 
coating and bagging equipment 
and «oother frozen stick material 
BOOTH 116 


ILLINOIS BAKING CORP., 2250 5 
Umon Ave., Chicago 16, Mead 
quarters’ Ambassador. Personnel) Max 
Goldberg, Seymowr Graham, Sidney 
Graham, Berme Jaffe, John Carobus 
and sales reps. Products: Sate-T cones 
and cups, new dismensers and new flavor 


board boxes. BOOTH 446 


INTERSTATE CREAMERY CO. 
19 W. Lawrence Sereet, New Castle, 
Pa. Personnel) Merle W. Hart and 
others. Products; Mia and merchands 
ing program 


JIFFY MANUFACTURING CO. 
160 Flevence Avenue, Hillade, New 
Jersey. Headquarters: Marlborough 
Blenheun. Personnel: Jack Macdonald, 
Gene McGuure,. Paul Bryden. Product: 
Jiffy wmsulated bags and bones, electric 
dry wer. BOOTH 1232 


H. A. JOHNSON CO., 221 State 
Sereet, Boston, Massachusetts. Person 
nel A. R. Turner, William Aldrich and 
sales teps. Products: lagrecients for 


xe cTeam 


ROBERT A. JOHNSTON CO., #02) 
W. National Ave. Milwaukee |, Wee 
consin. Pereonnel) W. G. Manachot, 
E. C. Johnston and sales staf. Product: 


Chocolate flavors, coatings, butterscotch, 
and tudges BOOTH 631. 
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KARL.KOLD CO.,, 16! Bearwood Ave. 
S. Grand Rapes, Michigan. Perio 
nel: Grant Lorch, Products: Retriger- 
ated cabumet for truck deliwenes. 


KELCO CO. Nass Street, New 
York 35, N. Y. BR. O. Dave 
ard nales rep Stabs 
ers, BOOTH 958 


FRANCE E. KELLOGG CO, 121 N 
Bieoadway, Milwaukee 2, Wisconsin 


Kellogg, C. A. Miller, Dale Skinner, 
A. A. Beckmann. Products Vanillas. 
BOOTH 1335 


THE KING Owatonna, Minne 
Personnel: George Anderson, Pau! 
W. Anderson, Robert D. Nelson, MH 
Jobmeon, HM. K. Maskell, R. K 
Rowley and R. Karnett. Products: Aw 
Mast type fast harderung systems, floor 
and ceding type units of vennlanng and 
aimcondinening systems; King power 
ventilators and Kang high pressure type 
unit heaters. BOOTH 432. 


KEYSTONE WAGON WORKS, 
lnd & Norris Ses, Philadelplua 22, Pa 
Personnel, George Friedrich and sales 
reps, Products Retrigerared truck 


STANLEY KNIGHT CORP... 
N. Pulaski: Road, Chicago, Per 
Stanley Knight, |. A. Silander 
and sales reps. Products: Soda fountains 
and BOOTH 1415 


H. KOHMNSTAMM & INC. 
BY Park Place, New York, N.Y. Per 
consis }. Woolf, Arthur Vagel, 
Hugo Pulver, Justin Pulver and sales 
reps. Products: Food colors, vanillas, ex 
cracts and flavors. BOOTH 455. 


KRAFT FOODS CO., Peshnge 
Court, Che ago Lines Persoanel 
Arthur Ambrose and sales reps. Prod. 
ucts) Seabilizers and other products. 


LACROSSE COOLER CO., LaCrowe, 
Persone: H. A. Philips 
Products: Refryeration equipment. 

LAMONT CORLISS & CO. @ 
Hudson Sereet, New York. Personnel 
Gordon Lamont, M. H. Sase, HH. H 
Seetzer, Summer Bates, ©. M. Baker, 
Ir, and sales reps. Products: Neatle’s, 
Peter's, and Runkle’s cocoas and choco 
late products; SwusMaid Nuggets. 
BOOTH 220 


147 


J 
i 
Ther 
| 
| 
wit 
| Way 
ae 
| 
2 
| 
| 
: 
i 
| 
i 
| 
| 
a8 


LEROY POODS, INC... 2% Filth 
Sereet. Beaokivn, Pteadquarter 
Personnel 11. Radner, Leo 
Overiand, Sean Overland, Sam Rochen 
berg and sales reps. Products Pre 
Vacked we cream wadeich production 
and equupment;, also stabdizers, Da 
vers, emulahers, fudge powder and 
molds #6 


LILY TULIP CUP CORP, 
42nd Sereet, New York, N.Y. Mead 
quarters | 
V. Keete, E. WH. Senderman, 
Mahony, W. Bergman. H. | 
Nicholson, F. Mix 
and others. Products Nestrite we cream 
ily cups, straws, dishhol ders 


and dupensers, BOOTH 340 


LIMPERT BROTHERS, INC., Vine 
land, |, Persommel: John Lampert, 
Coregory Lampert, Robert Lempert and 
sales reps. Fruits and flavors, 
toppings, flavoring extracts and 
vanilas, BOOTH 1325 


S. Kedne Avenue, Chicago 25, 
Personnel W. A. Beown, M. L. Finne 
burgh and sales reps. Products) Soda 
fountains, refrigeranon system and mer 
chanduimg and store layout. BOOTH 
61} 


THE JOR LOWE CORP. \ 
Sereet, 1, N.Y. Personne! 
joe Lowe, Marold Pree, Morrie Dawis, 
L. W. Von Losherg, Norman Thomas, 
Arthur Ensler, Wilham Bushop, Jack 
Murray Nuaman, Willam 
Spronger, Charles Zarrette and others 
Product: “Popsicle,” “Fudgule,” 
“ereamscie,” troven sick confections, 
equipment, packaging and bagging ma 
termls. Also chocolate coatings, stab: 
livers, emuluhers, and flavors. BOOTH 
ROOM 


S. H. MAHONEY EXTRACT CO. 
221 Caullertan Rd. ( hiucage 16, 
nous. Personne! Sally 6. Mahoney, Ed 

ward Metlormack, Dawe Mullean. 

ae Bill Johnson, Frank Scheu, Dan Fey, 
Crene Buckley, Ball Shade, George biaas, 

Ptawes and Pall Paves. Produc: 

Vanillas, BOOTH 402 


MALT.A-PLENTY, INC... 
lich Se. Tulsa, Oklahoma Per 
barry B. Burt and others. Product 
Male-A-Plenry 


MARATHON CORP., Menasha, Wis 


comm. Wailer Daon, D 
A. Sevder, Owen Lyons, P. Rund 
quiet and sales reps. Products: lee cream 
cartoms. BOOTH 231 


MARLO COIL CO. 6135 Manchester 


Ave. St. Lowes, 
Caeser and Angelo Marlo and Lou 
Vellgran, sales Pr ux Re 
irigeraimg equipment 


MARYLAND BAKING CORP., | 200 


S. Eutaw Sereet, Balrmore, Maryland 
Personnel, Bert Silverman, jay Abbey, 
A. Abramwon, L. W. Barber, Martin 
Cau, |. S. Funke, Reg Manson, Henry 
Parwer, Phil Phallops, Arthur Shapiro, 
MHenry Shapiro and Marun Shaw. Prod 
Plaretop cones, Eat-Ie-All Cups, 
come dupensers, advertuing and display 
material, alo paper cups for we cream 


and soda straws. BOOTH 649. 


MASSEYS, INC., i214 Webster Ave 


nue, Chicago 14, Headquarter: 
Ritz-Carlton. Personnel: R. |. Warn, 
Charles M. Lee, Wm. O'Donnell, 
W. Wilhide, H. D. Kirchenbaum, C 
Netisen, R. |. Massey, |. L. Newton 
Products’ Vamilas. BOOTH 404 


MATHIESON CHEMICAL CORP.., 


Matineson Bidg., Balnmore, Maryland 
Per sonnel A Wennerstrom, Croorge 
Armetrong, John Schmertz and sales 
reps. Products: Dey we, cleansers and 
samtiuang materials, BOOTH 659 


MAUN & LUND, INC.,, 600 S. Mich 


yan Ave., Chicago, lhnois. Meadguar. 
ters Mariborough-Blenhewn. Personne! 
Clinton Lund, Clark John, and sales 
reps. Products: Frozen stick confections, 


equipment and supplies. BOOTH 127! 


McGRAW CHEMICAL CO,, 83) S 


Wabash Avenue, Chicago, [hmow. Per 
Ralph Balch and sales reps 


Product) Eenulehers 


McHALE MANUFACTURING 


CO., 3200 E. Munes Avenue, Los An 
geles, Cahtorma. Meadguarters: Chel 
sea. Pereonnel, Elmer Slavik and sales 
reps. Products: Ice cream and dairy 
plant equipment. BOOTH 234 


R. MERRITT & ASSOCIATES, 


Los Robles, Pasadena, Calitorma 
ter: Brighton Product: 


Transparent we cream cabenet lids. 


MEYER BODY CO., 216 Ele Screet, 
Buffalo, New York. Personnel: L. F 
Meyer. Products: Retrigerated truck 
bodses 


DAVID MICHAEL & INC, 
$743 “DD” Sereet, Philadelphua 24, Pa. 
Personnel, Walser Rosskam, Robert 
Rosenbaum, El: Resenbaum and sales 
reps. Products: Michael's Muxevan and 
other vanillas. BOOTH 371 


MIDDLE WEST SALES CO., 5630 
N. Francuco Avenue, Chicago 45, [lh 
now. Personnel: Verne W. Besser. Prod 
ucts’ Merchandiang Displays 


MILKO CONE & BAKING CO. 
2016 W. Washburne Chicago, 
now. Personnel: S. Leaf and Jack Eppy 
Products; lee cream cones and soda 


MILPRINT, INC., 431 Florida Sereet, | 
Milwaukee, Wisconem. Personne!) Ben 
CG. Althewner and sales reps. Products 
Pount-of Sale display matenal. BOOTH 
42) 


MIRRO PRODUCTS CO. High 
Pout, North Carolina. Personnel. C 
R. Wiuenberg. Products: Advertising 
and display signs 


R. G. MOENCH & CO., INC,, 11 
Park Place, New York 7, N.Y. Per. | 
L. N. Cohan, R. G. Moench, | 
Dan Cohan and sales reps. Products: | 
Mixacoid, emulsifier and stabilizer. | 
BOOTH $1! | 


MOJONNIER BROTHERS CO. 
4601 W. Obhwo Street, Chicago 44, 
now. Personnel: Entire Mojonmer sales | 
force. Products; Dairy and ice cream | 
equipment incluling new vacuum filler, | 
new Lo Temp Evaporator and new tu- | 
bular cooler. Also display of evaporating 
equipment, etc. BOOTH: STAGE 2 


MORRIS PAPER MILLS, {35 S. La. 
Salle Street, ( hicago 3, Person. 
nel) HH. C. Campbell, L. A. New and 
sales reps. Products: Paper we cream | 
cams. BOOTH 256 | 


MORRISON STEEL PRODUCTS, 
INC., 655 Amberst Sereet. Buffalo 7 
N. Y. Personne’ Larry Brennan and 
sales reps Products: “Carry-All” eruck 


brody 
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MORSE DECALS, INC. 
Sereet, Los Angeles 21, (Calitorma. Per- 
sonnel: Robert Morse and sles reps 
Proud mets 


1213 EB. i4eh 


JOHN H. MULHOLLAND Co. 
Milterd, Delaware. Pirwaned: |. H 
Mutholland, H. H. Mulholland. H. H 
Mulholland, }r.. C. M. Welch and sales 
reps. Wooden ce cream 
spooms, BOOTH 617 


MULHOLLAND -HARPER CO. 
3820 Tacomy Screet, Philadeiphu W, 
Ps. Personnel. Dewees F. Showell, H. 
H. Mulholland, H. H. Mulholland, }r.. 


C. M. Welch, HH. Black, C. Conower, 
H. Lapat, F. Stemer. Products: Our 
door advertising agns. BOOTH 61°. 


NASH-KELVINATOR CORP. 
14280 Plymouth Road, Derrow, Michi 
gan. Personnel: H. C. Patterson, Don 
H. Carter and sales reps. Products: Ice 
cream cabinets and condensing units. 
BOOTH 310 


NATIONAL PECTIN PRODUCTS 
CO., 2656 W. Cullerton Sx, Chicago 
Iimow. Personne! Frank |. Tyler, 
Ons E. Ross, W. F. Cummings, C 
Head, |. G. Kuebler, H. A. Wechn, H 
K. Van Buskirk. Products: Pectin stabi- 
lizer, emuluher and ingredients for ice 
cream. BOOTH 438. 


NELSON MANUFACTURING 
CO., 4016 N. Union Bivd., Se. Louis, 
Missouri. Personnel: J. L. Nelson, C 
W. Nelson, A. J. Leiweke and sales 
reps. Products: lee cream cabinets and 
fountain equipment. BOOTH 207. 


NEO.PHOTO, 33 46th St. New 
York 19. Personnel: Harold Robinson 
and Kenneth Adams. Products: Three. 
dimensional photographs for poit-of. 
sale use 


NEW ENGLAND VENDING 
EQUIPMENT CO., Webster, Mass- 
achusetts Personnel) H. F. Becker 
Products: Vending boxes. 


NEWLY WEDS BAKING CO., 220 
E. 23th Sereet, Chicago, Ilinois. Per 
sonnel: Paul Angell, Willam Benn and 
sales reps. Products: Loe cream cake roll 
packaging equipment 

NORDIGARD 342 North 
western Avenue, Ohicago, Per. 
sonnel F. K. Koepice, P. Srnith and 
sales «reps. Antioxidant 
BOOTH 359 
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NORTHVILLE LABORATORIES, 
Northville, Michigan. 
B. Langheld and sales reps. 
Prodacts: Varallas, extracts and dawors 
BOOTH 36) 


PANGBURN CO.. INC, it) W 
Soreet, Fort Worth, Tessas. Perma. 
net, Barney Parker, |]. T. Parker, R. C 
Noon, Bruce Parker, Frank Dark and 


sales reps Pradecte Candy and nut 
brittles and flakes, alao advertiaung ma- 
ternal. BOOTH 


PARKER VANILLA PRODUCTS, 
Rose Sereet, 13, Mary 
land. Personne: L. L. Parker, Robert 
Kearney and sales reps. Product; 
Vanilas. BOOTH 154. 


PENNCO, INC., 201 N. Broad Srreet, 
Philadelphia, Pa Headquarter: Am. 
bassador. Persommel: J, |. Ernst, Je 
and sales reps. Products: Bob-Ette syrup 
and crushed fruit dispenser 


CHARLES A. PETERSON CO., 
Carnegie Avenue, Cleveland 15, Obio 
Personnel: Charles A. Peterson, Harry 
Hernden and sales reps. Products) Nut 


meats for we cream 


PHENIX SODA FOUNTAIN CO. 
INC., 307 Bruckner Blvd... New York, 
Meadguarters: Chelsea. 
nel: Charles QO. Sherman, Bernard Sher. 
man, Marvin Weisberg, |. Tanenbaum, 
S. Tanenbaum, Larry Barber, Pans 
Winkler, Fred Morrwon, Walter Briggs 
Products) Soda fountains. BOOTH 
$32. 


POLAK & SCHWARZ, 66” W ashing 
ton Sereet, New York, 
nel: Ch@ Jackson and sales reps. Prod. 


wmcts lee cream flavors and extracts 


PORT MORRIS MACHINE CO. 
712 E. 135th Sereer, New York, N. Y 


Products: lee cream treevers. 


PRINCE CASTLE SALES DIVI. 
SION, LaSalle Wacker Bldg.. Chica. 
g°, Personne!) Ray Kroc and 
sales reps. Products) Electric mixers 


and scoops. BOOTH 1272 


PURE CARBONIC CO., @ E. 42nd 
Se.. New York 17. Meadguarters: Am. 
bassador. Pereomnel: Les Kilmarx and 
others. Products: Carbomic gas, “Dry- 


lee.” 


QUAKER OATS CO. Battery 
Place, New York, N. Y. 
Albert Musher and others, Products 
Avenes Antioadant. 


RECO PRODUCTS 2020 New 
dain Sereet, Philadelphia 44, Penney! 
vania. Mewdguartere Beighton. Per 
Andrew |. Awh, Ir, E. M 
Siegel, Max A. Myers an! sales reps 
Prodects: hardenmng room, 
tromn otck confecnan equipment and 
bulk storage reachan. BOOTH 1310. 


REDISERV, 646 NS. Michigan 
Blvd. Chicago, Perwanel: Don 
Geyer and sales reps. Products Indb 
vidual pornened package and equip 


ment 


REFINED SYRUPS & SUGARS, 
INC... Yonkers, New York. Personne! 
[> V. Wadsworth, [ra Parnes and sles 
reps. Products: Liquid sugar 

REFRIGERATION CORP. OF 
AMERICA (Dw. of Lonergan Mig 
Co.), Allxon, Michugan. Meadquarters 
Ambassador Edward R 
K lone and Crwynn Prodwcts 
models of standard cabinets and new 


lune of merchanduing open-top cabinets 
BOOTH 410 


ROBBINS & BURKE, INC. 29 Lane 
downe Sereet, Camberdge, 
setts. Headquarters: RaeCariton, Per 
sonnel joseph Rabluns, George Beers, 
Clift Arnold. Products: Retngerated 
truck bedies, BOOTH 164 


S & S CONE CORP., 33° Tifany 
Sereet, New York 3, Person 
mel Morrns, Robert, and Maurce Yo 
ha: and Wiham Van Nes. Products 
lee cream cones and cups. BOOTH 


SAVAGE ARMS CORP... Unca |, 
New York. Meadquarters: Ritz-Carlton 
Personnel: T. E. Hoye, Wes Vogel, K. 
Clarke, E. Heugh, |]. Rimehards, 
Lowry, Swuher, K. Terry, (rant, 
M. Cole, and B. Brands. Products 
New cream merchanduing cabinet 
plus 1950 line of we cream cabinets. 
BOOTH 


SCHAEFER, Washington 
Avenue, Minneapols, Minnesota. Per 
B. W. Hanson, A. H. Rose and 
sales reps Products: lee cream mer 
chandwang and display cabinets 
BOOTH 200 
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SCHMIDT LITHOGRAPH CO. 
46) Street, San brane ico Cal 
forma. Ambamador Per 

Ken Verlng, G. Pickett, Par 

Cloud, Harold Gee and V. Jennings 

Products Syndvcated pont-of sale litho 

graphed material BOOTH 121” 


om mei 


SCHNABEL CO., 
Sereets, Pittsburgh }, 
Personne: Barr Cannon and sales reps 
Products, Retrigerated truck bodies 
BOOTH 


and Murex! 


Pennsy!vania 


SCOOP.RITE CO., "84 Wilde Serect, 
Detrow, Michigan. Personnel: Theo 
dore Maawell. Preoxduct: Scoops, spades, 
ared dipperwe! ls 


SEALRIGHT CO., Fuleon. New York 
Personnel 1. L. Delphin, Gordon Phil 
lips, ©. Rondomanski and sales reps 
Products: Nestyle comtamners, Sealright 


cups, bulkan bowers. BOOTH 1344 


SHORE MACHINE CORP. 455 & 
Sereet, New York, N. Y. Person 
nel: Al Gordon and sales reps. Prod 


ets lee cream dishers, spades and bens 
holders 


J}. HUNGERPORD SMITH CO, 
410 N. Goodman Srreet, Rochester, 
New York. Personne! Roy M. Warren 
and sales reps. Product: 


and Javers. BOOTH 433 


Fruits, outs 


R. W. SNYDER CO., 75 South Mon 
roe Sereet, Battle Creek, Michigan. Per 


lason Bloom! erg and sales 
reps. Products, Seabilivers, fruits and 
flavors, BOOTH 653 


MORRIS SOFFE & SON, & 
Berks Sereet, Philadelphia, Pennsy! 
vania Mra. M. Soffe and 
sales reps. Products Refrigerated truck 


bende s 


Personnel 


SOF.TEE CORP., 6520 Wilshure Bivd.. 
Los Angeles 36, Califorma. Product: 


Canverter tor softening cream 


SOUTHERN FOODS, INC, 
N. Union Se. Lows 15, Missour: 
Personnel) Ralph Cohen and sales reps 
Products Flavors and ngs 


SOUTHERN PACKING CO. 
S. Carey Sereet, Balameore 2}, 
Maryland. W. E. Lamble, 
Se. W. E. Lamble, Jr, and sales reps. 
trums. BOOTH 360 


A. STALEY MANUPACTUR. 


ING CO. Decatur, Mead 
quarters: Chelees. Personmel: H. Ros 
wil. Products: Sweetose and corn 


syrup unmined 


STANDARD FRUIT PRODUCTS 
CO., 28 Mam Sereet, Cincinnan, 
Personnel: Paul Foote and sales 
reps. Products: Fruits and flavors 


STANDARD VANILLA CO.,, 
N. Maun Sereet, Los Angeles, Califor 
ma. Perwnnel C. V. Gothnet, Vern 
Wile and sales reps. Products: Vanillas 


STEELCOTE MANUFACTURING 


L oasis. 
Personnel: George Niedt 
Products 


and sales reps Damp Tex 


and other paints 


STEIN, HALL & CO. INC,, 255 

Madiuon Avenue, New York, N. Y 
H. Goldfrank and CC. 
Products: Seabilizers and other 
BOOTH 1370 


Per conne!l 
Nevin 


ingredients 


STERWIN CHEMICAL CO.,, 
Broadway, New York 18 N.Y. Per. 
sonnel: Val Kolb and sales reps. Prod 
wets: Lignin varullin, and certihed food 


< olor s 


SUTHERLAND PAPER CO., Kala 
mazoo, Michigan. Headquarters: Clar 
idge. Personnel: J. T. Kirkpatrick, L. 
}. Moore, Rex Paxton, Curtis Rice, Chiff 
Wilson and teld sales reps. Products 
lee cream cartons, pails, cups, rolls, 


novelty cartons, spoons, dishes. BOOTH 


SWEDEN FREEZER MANUFAC. 
TURING CO.,, 1140 W. Sted Screer, 
Seattle 7, Washington 
Ritz-Carlton 


Headquarter: 
Personnel) Harvey 
Swenson. Products New models, sott 
cream treezers and a milk shake 
machine called the Frigid Miser 
BOOTH 1369 


SWIFT & CO., Umon Stockyards, Ch: 
cago, Products: cream stab 


THERMACOTE CO., 40 S San 
Pedro Serect, Los Angeles 15, Calitor 
ma. Headquarters: Claridge. Persn- 
nel Robert Vaillancort and sales reps. 
Products ©-Thru Transparent Plastic 
ads 


EMERY THOMPSON MACHINE 
& SUPPLY CO., 1349 Inwood Ave- 
New York 32, Headguar- 
ters: Clarvdge. Personnel: Emery Thomp- 
wn, Theodore Thompson, Robert Me. 
Cluskey and sales reps. Products: lee 


cream freezers, cabinets, fountaims 
BOOTH 228 

TOPFLIGHT TAPE CO. York, 
Pennsyivania. Personnel: Irwin S. Hu- 


ber. Products: Printed display tapes. 


U-COP-CO DIVISION, WILSON 
& CO., Stock Yards, Chicago, [hnow. 
Personnel: F. E. Robinson and sales 

reps. Products: Gelatines 


UNIVERSAL DISPLAYS, [522 N. 
Ashland Avenue, Chicago 22, Illinow. 
Headquarters: Traymore. Personne: 
R. L. Termes, E. A. Murphy, J. C. 
Murphy, and R. | Products: 


Pount-of sale maternal. flawor-boards 


Zeigler 


VADEN ENGINEERING CO., 3045 
Pine Street. Bow Abilene. Texas 
Products tanks 


VANILLA LABORATORIES, INC., 
86 White Srreet, Rochester 1, New 
York. Personne: W. C. Chapin, L. W 


Chapin, N. C. Cleaveland and sales 
reps. Products, Vamilas. BOOTH 
1267 


VAN LEER CHOCOLATE CORP., 
110 Hoboken Avenue, Jersey City, N. 
]. Personnel: W. C. Rich and sales 
reps. Products: Chocolate coatings, 
liquors and chips 


VENDO CORP., 7400 E. Screet, 
Kansas City }, Personnel 


Alex Izzard and sales reps. Products 
Automatx vending equipment. 


M 


VIRGINIA DARE EXTRACT CO. 
Bush Terminal Bidg. #10, Brooklyn, 
New York. HMeadguarters: Ritz-Carl- 
ton. Personnel: H. E. Dessender, Sr. 
and Jr. S. A. Byram, A. |. Mildebeande 
and M. Wewmelbaum. Products: Ice 
cream and soda flavors. 
BOOTH $32 


fountam 


1s) 
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VITAPREEZE EQUIPMENT, 
6601 Eastern Avenue, Sactamen- 
to, Calitorma. Persanel: Jack Welsh, 
M. Rasmussen. Prodwts: Nowelty and 
packaging equipment 


WEBER SHOWCASE & FIXTURE 
INC., 3700 Avwalen Blvd, Les 
Angeles, Caltorma. Personnel 
Monroe, Sherman Luattle, Sr. 
Ahisen and john Kellher 
Seda fountains and cabunets. 


Jerry 
Prods 
BOOTH 


THE WEILLER CO)., Castor Avenue 
& Amber Sereet, Philadelphia, Pennesyl. 
vama. Personnel: Eugene W. Weiller 
and sales reps. Products: Powunt-ot sale 
duplays. BOOTH 164 


WHIRLA.WHIP, INC., 310 Beard of 
Trade Bidg.. Kansas City, Missouri. 
Personnel: Reg Hamwon and sales reps. 
Products: Sott we 
BOOTH 1446. 


comverter 


WHITE MOTOR CO., 842 E. 
Sereet, Cleveland, Ohio. Products 
Truck equipment. BOOTH S00 


WILBUR-SUCHARD 


WHITNEY BROTHERS, INC. 


PFarneworth Sereet, Boston, 
achusetts. Products Insulated bags 


WHITSON PRODUCTS, 350 Mad 


son Awenue, New York 17, N. Y 
Headguarters Mariborough-Blenheen 
Personnel: G. 1H. Sewart, E. Keeshan, 
E. W. Crandall, R. C. Owens, F. S 
— Resell, W. A. K 
F. Rolph, |. C. Plaster, C. B. Wells 
Sealuhzers, emuluhers, egg 
products, chacolate powders and syrups 
and orange drink base. BOOTH 116 


CHOCO. 
LATE CO. INC, Lititz, 
Personne! C. S. Grube and sales 
reps. Products: Chocolate flawors and 
coatings. BOOTH 3599. 


WISNER MANUFACTURING 


CORP., 122 Hudson St New York 
R. D. Britton 
and sales reps. Products: Dasry and we 
cream equipment. BOOTH 4580 


Per ne! 


S$. J. WOLFF & CO., 225 Var 


wk Sereet, New York, Mead. 
quarters: Claridge. Personnel: Herbert 
E. Wolff and sales reps. Products 
Pont-ot-sale duplays. BOOTH 219 


WOOD & SELICK, INC., © Med. 


som Sereet, New York, Person 
oct Prank Forbes, John Morey and 
sales reps. Products: Nowelty coatings 
and «we cream ingredenm. BOOTH 


G. WOOD CABINET CO. 1128 


E. Michwgan Avenue, Lanung, Michu- 
gan. Perwaned: G. R. Wood and sales 
reps. Products: lee cream cabinets. 


WORKSMAN TRADING CORP. 


446 Adelphi Sereet, Brooklyn 17, N 
Y. Personnel: leving Workeman, Joo 
eph Workeman, Morra Worksman and 
sales reps. Products: lee cream 
push cycles, carts, and vending boxes 
BOOTH 1532. 


B. YOUNG & CO. OF AMERICA, 


LTD., 0 Exchange Place, New York, 
N.Y. Meedguarters: Denn. 
nel: Cedric Smith and sales reps. Prod 
‘wets Spa Coe latine 


ZEROLL CO. 2410 Robinwood Ave 


nue, Toledo, Ohio Prreonne! Ralph 
B. Kelly and sales reps. Products: lee 
cream dippers and spades. BOOTH 
1324 


Bring 


no obligation to you. 


Exposition Department 


the Show to Me! 


(Company! 
ICE CREAM FIELD ities 
19 West 44th Street 
New York 18, N. Y. 
Gentlemen: (Company) 
I was unable to attend the 1950 Dairy Exposition. But =‘ Products) 
please “bring the Show to me!” Have the companies 
indicated at the right send me complete information 
about their 1951 lines. (Company) 
(Name) Products) 
(Company) 
(Address) (ffompany) 

(Products) 


Ice Casam October 1950 


Realizing that some ice cream manufacturers will be unable to attend the giant 1950 Dairy 
Industries Exposition in Atlantic City, ICE CREAM FIELD publishes a coupon (below) 
which will enable readers to obtain the latest details and literature about equipment and 
supplies exhibited at the Show. Simply fill it out and send it in; we'll do the rest. There's 
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By DR. C. DO. DAHLE 
Technical Editor, ice Cream Field 


Sugar Substitutes? 


We are forced to use substitutes in our «er cream due to the 
shortage of sugar. Would you tell me if the tollowing formula 
would make good we cream, because we want to keep the same 
good quality as we have always had 

The formula uw as follows 

5.70 pounds 4). cream 
24.15 pounds 4°. whole mulk 
10.90 peunds plan condensed skim mulk 
10.90 pounds sugar (sucrose) 
6.75 pounds corn sytup 
pounds of eggs 
pounds stabuhzer 


Answer 


im going over vour mua fad that you have the 
compoution: 1121 per comt fat, 12.15 per cont serum 
weds, 17°23 per cont total cugers bat ently about 115.2 per cont af 
teal seger The well formulated bat 1 don't 
vou well have a much as vou dewre; there 
fore, | mggest you the corn evrap ap te about & of pounds. 

i am surprised te had that there cheortace of 
already felt om the we cream Of course, thi must 
be local and we doubt « duce to wager hoarding on the part of 
the people im your communnt, 


Trouble With Butterfat? 


We are having considerable trouble with burttertat variance in 


a commercial mux supphed by a local dairy f 


[he owner of the 
dairy practically refuses to oeliewe that there could be any pos 
situliey of variance because he hasn't changed the formula tor 
years 


te} 


The tollowing uw the tormula he has given to make 10 cams 


(40 gt.) of mux: 


4 cans (40 qt.) “Y. cream 


Ibs. Sweetened Condensed 


Ibs, dried egg yolk 
4 cans (40 qt.) 


realize that the formula not consustert m measurements, 


mixing quarts and pounds. However, will vou please attempt to 


analvee it for a mean burtertat content’ 
(Quite recently thes as varied trom 16 in 


buttertat th: modited Babcock rest with the Minnesota 


reagent 


It our conchuson that the buttertat content of the original 


cream ingredient is variable, thereby causing the burtertat uw the 


mix to wary ( an vour our conclusx lt agree that 


ICE CREAM FIELD OWNERSHIP STATEMENT 


Setement of the ownership. circulation ete 
the Act of Congres Act of March 3. 1933. of ICE 
publahed manthly ef Baltimore Md. ter Oct 1950 


requved by 
CREAM FIELD 


lor Cream Fretpo. October 19W 
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ICE CREAM 
Low Temperature 


DISPLAY 


pine 


Capecity 420 square pints or 270 round pints 
SPECIAL FEATURE An additional high level retrigereted 
serfece under superstructure end obeve front giess fer 


CE quality standords are exceptionally high, necessitating 
a constant vigilance in the test loboratory, checking ond 
rechecking every square inch. You don’t buy a displey cabinet 
every day so don’t settle for “any cabinet” becouse of price. 
it costs no more to own on ACE .. . by gil standards, the 
FINEST. And in the long run, becouse it is trouble-free, it is eke 
the MOST ECONOMICAL, so why gomble? Be sure . . . insist ST ee 


on an ACE! tlantic City, Oct. te Oct. Ta. 
our Beoth Ne. 


THE BUSIEST PLACE IS AROUND AN ACE! 


— 


freesers. Presen foed ond 


constent temperature throughout ; + ‘ 
2 
ce Caram Fre LD, ct 143 
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You Make More Money With FRANKLIN REFRIGERATED BODIES 


Made of Steel Electrically Welded for Strength and 
| oghtwerght 


Incorperste every known improvement which means 

the right design and the proper features for your needs. 

Greater payloads at lower operating costs. 

Wete today for quctation on your teular problem, 


Get our prices before you bey! 


FRANKLIN 
BODY & EQUIPMENT CORP. 
1042 DEAN STREET BROOKLYN 16, 
Tel.: STerling 9-5400 


that w the error, will you offer some sug_esticans whach | can give 
co the mi manufacturer to atandardize the buttertat content of 
hes onan? 


Answer 
According to the you have supplied me, your min has 
the followimg im composition: 
13.30% fat 
13.90% 
[240% wmger 
dred an 


0.11% total soled: 

The out of balance im that tee high om solids 
and somewhat low im mgar and conta: no The 
hugh serum soleds content might result im candy we cream and i 
am wondering if vou have any trouble with candimen. 

My mggestion « fer you to lower the wrum solids to 11% and 
mcrease the sugar te 13% at least. Your u evidently at. 
te obtam all the wager from the condensed 
unce additional wager was om the mix. 


Re plac cient for Aw? 


De you have any information concerning the use of nitrogen 
ot carbon diowide instead of air for developing we cream overrun? 


Answer 


Many years age carbon was passed mto we cream beng 
frocen om batch freecers at the ime of whipping and freecing. 
lt war thought that the CO. would make «2 better product from 
the standpont of bactersa, A CO. cylinder was hooked ap to the 
treecer and C0) pumped, or rather forced, inte the we cream. 

lt was shown by capermmental evidence that the CO. had nao 
real place om we cream and served ne reel purpow. The process 
war called after man by the same of Heath 


I have ne information regarding the ase of nitrogen, however. 
but about 25 years ago there was quite «2 stir im the mdustry 
when research showed that CO. did not beneht «we cream by the 
process mentioned. 


Crumbling Cream? 


We have good success with our we cream mu, but have an 
account buying our 15 per cent burterfat mix, who contends thar 
this same kind of mix bough: from a competitor is smooth when 
dipped trom the refrigerator to pint or quart containers whereas 
wet cream made from our mix crumbles ot cracks. 


We use sweet cream, mulk, powder (10.5), solids, gelatin, 3%, 


O.8 egg yolk, sugar 14°°, small quantity of corn sugar and also a 


small amount of emulather 


Answer 


I believe that you can overcome some of the difhcultnes that 
you are having +f you would add a little more sager to your mia, 
say if would have 15 or 15.5 per cont suger. Also, might 
be well for you to imvestigate the overrun and note perhaps that 
your overrun might be « little higher than uw should be 

Mow of the ame when you have crumbly we cream uw iu due 
to lack of sugar and lack of dabilicer, You are acing gelatin you 
say and OS per cent. Perhaps vou are uung « very low bloom 
gelatin and a «mall imcreese mm the gelatin content could be some- 
thing te connuder. 

I note that you are 10.5 per cont serum solrds. 


step this up defimitely te per cont. 


would 


lee Cream Too Hard? 
I am im the wholesale ice cream business but buy my ice cream 
mix. We are using 12 per cent mix and are having difhculty with 


ALL VARIETIES 
31.733 ARCH — 
PHILADELPHIA 6, 
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our we cream being too hard the rem-quart cams. The 
trusts and mut creams are all nght. Can you advue what mught 
cause the? We use both commmucus freezer and a direct 


freezer 
As | understand, the concern from whom we buy cur ma o 
plast cream imstead of sweet cream 


Answer 


lt your we cream tee hard whale the fret and ant 
« sateefectery thea the anewer the of 
mger present om the we cream. ihe fret and we creams coe 
tam more suger then the vansdla and therefore are setter, vou 
went to have the some afl of your we creem then vou 
have to regulate the coatent im all of them. You should 
have more wager the plaun vemille we cream. 

Perhaps: vou ere addimmg more wager to your fred: then u 
deured or perhaps the frest and thal you are are very 
highly sugered as sometimes the case, If wats are im thea, 
of course, you will be adding an cutra amount of mger. Some 
<anmed {rusts are quite on eager because suger mack cheaper 
than frusts. 

and frecen frects and plan teasted sats not ryrep 
used im your muses wll overcome the that vou herve 
menhomed. 


Revising Formula? 

In revising our we cream formula as shown, would you com 
ment on its quality and structure? We use a 40-quart batch 
treezer and overrun 

170 gts. 40" 
100 gts 


cream 
skimmulk 
condensed skumemilk 


sugar 


120 gts 
140 ths 
ths 


ths 


staiulizer 
frozen egg yolk 
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A Cordial Welcome 
Awaits You At 
BOOTH 1524 


DAIRY INDUSTRIES EXPOSITION 


EASTERN DAIRY EQUIPMENT, INC. 

WOODSIDE. NY. C UTICA, N.Y 
CHICAGO. ILL 

COMPLETE DAIRY end ICE CREAM EQUIPMENT 


Any suggestions will be welcome. We have experienced a tal. 
lowy taste im thes formula. Would thu be caused by the frosen 


cream? 


Answer 

You heve very mre except that might be 
high om | fed that w tests 14.2 per cont fat, 
per comt soleds, 14.1 per cont mger, end per cont 
| would sep ap the euger content te 13 153.5 per 
cont and probably drop the aulh solids te tem per cont 

I} vou are « tallowy tecte doubt comes from 
the frecen cream. Frocen cream eften hae tallows of 
favor but thy « due to the tact that probably in 
comes contact copper equipment somewhere, or that 
war wot heated high enough. We always recommend that the 
frocen cream be produced im copper free equipment and that the 
cream be heated to 170° F. jor 13 minutes, or even longer. 
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SCHMIDT DISPLAYS 1 


On the theory that at least sity per 
cent cf all «we cream purchases can be 
classihed as wnpulse purchases, Schmidt 
demgned 
the we cream mdustry a serves of displays 
that reportedly embody all the necessary 
elemeats of a successful impulse creator 


Lithograph Company has tor 


Tae fhem's large of artists, de 
ugners, and photographers has developed 
a complete lime of these advertising ma 
terials, ranging from 


menu tipons to 


twenty-four sheet posters. Extensive use 
of color «w made on these duplays 

An example of a typical Schenide pount 
olaale duplay reproduced with this 
article. Additonal details concerning the 


hem's products may be had on request 


COLDIN CABINET 2 
Coldin Cabinet Company, Inc. has 
developed a serves of low-temoerature, 


tull-wison display cases, said to be ideal 


Your Fiem Name 


New Products 


for metallation ie cream parlors, dairy 
stores, bakers, theatre refreshments 
stands, and wmular locations 


Features of the various models include 
triple taked enamel finush om rust-peooted 
corronen-proof alummum  sheives 
and interior, triple Thermopane front, 
interior «low-temperature fluorescent 
lumination, and three inches of Vapor 
sealed block approwed insulation 

Addinenal information w available on 


request trom the manufacturer 


K.F.S, TWIRLER 3 


A new idea in home refreshment comes 
trom G. P. Gundlach & Company, mar. 
keting consultants to the dairy industry, 
who have announced preparations for 
nationwide promotion of what is to be 
deugnated as “K-F-S”, the initials of 
K itchen-Fountain- Soda 


The Gundlach organization, which has 
pre-tested the K-F-S home kitchen refresh- 
ment, has aimed its program at the “TV 
age” America which has been revolution. 
wed by the television recreation coming to 
the home lwing room and making avail. 
able new enttertainment habvts. 

Guoedlach research has disclosed that 
“a terrihe impact is being given to the 
TV-provided home changed 


habets in amusements, recreacthon, umtenor 


through 


decoration, home furnishings, as well as 
in dwtary and refreshment tendencies” 

A change im the refreshment 
haut of the American home is coming as 
the televissom stay-at-home trend becomes 
more pronounced through wider distribu 
tion of the TV receivers, the report added 

“Changed living, cating and buying 
habits TV influenced”, the 


are survey 


INFORMATION PLEASE 


analysis states, which, is reason enough 
for making the K-F-S refreshment ot 
appeal to millions of homes.” 


The Gundlach organization is featur 
ig an attractive trosted glass in 15 ounce 
size w hich lends an air of charm and 


nowelty to the modern home “TV 
hostess” 

The K-F-S home preparations § are 
simple: pour the glass half-full of a 


favorite soft drink. Add two large spoon- 
fulls ef ice cream. Set and sip! 

Meanwhile, G. P. Gundlach, head ot 
the firm, disclosed that a new simple 
utilized in the 
“Gundlach Twirler” reportedly bringing 
manufacture of variegated ice cream with- 
in teach of the smallest ice cream plant 
operator. 

Mr. Gundlach sad that his new 


“Twirler” sample to operate, is fool. 


principle 


proof and easy to clean and maintain 

The Gundlach “Twirler” has 6-gallon 
stainless steel we cream hopper and a 
one-gallon flavor hopper with special leak 
proof pump adjustable to any degree of 
flavor flow desired 

The Gundlash organizanon has also de- 
veloped specially formulated syrup to 
flavor and become compounded to blend 
with vanilla we cream to make a sundae 
product. 

Merchanduing of the Gundlach “Twirl. 
er” us being supplemented by dominations, 
posters, streamers, weather proof displays 
and flavor symbols. 

Complete intormanon about the K-F-S 
and the new Gundlach 
equipment and materials for the manufac. 
ture of variegated we cream may be ob- 
tained on request 


program about 


To New Products Department, 


Ice Cream Field 
19 West 44 Street 
New York 18, N. Y. 


I would like to know more about the 
following New Products mentioned in 
the October issue. 


(Print Identifying Numbers ) 
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WHITE "3014" 4 


The White Motor Company has an 
nounced its mew model “3014,” now in 
production. This lighter werson of the 
Whine “3000" series with the power-tft 
cab augments current models im heavy 
and light-heavy service and imcorporates 
the same “usefulness” features of the 
"$000" design engineered to specie needs 
of delivery service 

Before introducing this new model for 
city delivery White has placed 
pilot umts im actual service throughout 
the country in various types of delivery 
service. Tume study reports received so 
far showing funcroonally-desgned features 
of the model have been centered around 


extenswe trafhe maneuverability, 


lower 
frame height, savings on delivery stops 
and wmamtenance, and safety features. 
Two other advantages of the new 
White "3000" Series showed up well in 
mloe “3014” units already im service, ac- 
cording to a company spokesman. The 
appearance of the new White has a sales 
value, users find, that is said to be ad- 
vantageous in city delivery service. In 
addition, the functional nature of the de- 
sign reportedly eliminates style and model 
obsolescence and permits amortization over 


a longer period. 


WORKBOARD-DISHWASHER 5 


Designed for ease in washing and 
sterilizing fountain dishes and utensils, 
Bastian-Blessing’s Model 1565  all-steel 
diswashing workboard is equipped with a 
Model UM Hobart dishwasher. 

The comtaimer with soiled dishes us 
placed at the right side of the sink 
where waste is scraped of into a con- 
vement refuse chute. Dishes are then 
prewashed in sink 12” 14° & II 
deep, placed im baskets on pitched drain- 
board at the lefe of the sunk and baskets 
then are put into the dishwasher. Alter 
putting detergent on the dishes, the door 
« closed, switch pressed and the dish. 
washer does the rest im approximately 
3-1/2 manutes, using about 4-2/3 gallons 
of water. Door is then opened, the rack 
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sad owt, the basket placed om the corre 
gated section directly abowe the dishwasher 
and the are ready for servwe. 


LIQUID SUCAR 


Flo-Sweet lquid sugar, manulactured 
by Rehmed Syrups and Sugars, Inc. ou 
currently used by many of the 
leading we cream manulacturers, 
the firm reports. 

Among the processes utilieed to turn 
out the product are centrifugal punhes 
nom, in whach the latest highapeed com 


seperate fram the 
m raw suger; improwed defeca- 
nen; and char purshcatams by both hone. 
char and vegetable<har treanment 

Varwus plant control laboratones 
stamtly check purity and quality of Flo 
Sweet, the manufacturers mport. The 
product delwered mm tank<ars, tank. 
trucks, and tank-shap expecially designed 
tor the purpose. 

Addinenal intormanon about the manu. 
facture and use of PloSweet is available 
on request 


INCREASE YOUR SALES_ 
with WEILLER “Sell-A-Vision”’ DISPLAYS 


of 


Nothing will soles of yow ke Creem ot quubly ond wrely ot Window 
merchendising progrem! Time ond egein, of @ Ws boon 
proved thot window diploys ore the most eflective way to “pull om in” ot the point-of-sale 
becouse most people re:pond to the compelling evitetion of eftroctive cream 


And becowe eoch sole created by you Deploy for pour brand, you get the velve of 


non competitive advertiang! 


Weiler “Sel A duploy: ore creeted by leoding ond produed in quentitie: 
tor notion wide vse with loce! imprints. The set you choose con be yours eacherwely in your 


territory ot moderete cost. 


INQUIRIES CORDIALLY INVITED WITHOUT O8LIGATION 


Lewson & Jones London, Ontario 
S48 US AT TE EXPOWTION ATLANTIC CTY + + BOOTH 
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DIVERSEY BOOKLET 7 


The Diwersey Corporanon has just 
published the fret of « semes of techrncal 
booklets cowermg subjects fundamental to 
the scence and practwe of madern dairy 
plant sanitation 

“The Sigmtcance and Control of 
Colterm Bacterw m Pasteurieed Milk”, 
the nthe of the bookler 

The booklet on coliforms explains their 
origin, how they get into milk and how 
to the rr that will test 


ZEROLL 


Cetam OP rte 
The high tpeed com 
mercial dipper. 
Comptetet, veil de. 
frosting. Releases 


NUROLL 


fet 


The low-priced 
ta home 
A great 
teles premetion 
fem for bulk ike 


BULKROLL 


Cetam OP Pee 


TRANSFER 
SPADE 
A Lerell Product 
A trong. perfectty bal- 
emed toot tor 
fing we cream from 


ere to 


elimimetes conteminetion of creom by ice, 
monture, torergn metersal trom detresting 
water, reduces shrnkage—serves @ bigger 
portion per ounce of weight; evoids pock- 
ing with resulting loss of Hever and tex- 
ture; eutemeticelly measures the portion 
weetetul chirt, Countless 
of Zeroll weers prove this every dey. 


will be wise tao consider 


regularly below the maxunum count per- 


matte J 
Comes of the coliform booklet may be 
obtamned on request 


MOJONNIER MACAZINE 8 


“Bulk Cooling of Milk on the Farm” 
and ‘Powdered Milk—-Surplaus to Short- 
age” ore among the anportant dairy sub- 
jects discussed and dlustrared im the new 
mue of Food M agazme. published by 
Mojonmer Bros. Company 


Booth 
No. 1324 
Atlantic 
City 
Oct. 16-21 


ROLDIP 


For Popularity 
and Profit 


Reldipping with Zeroll Dipper is test, 


ettertions, even in tiem ice 


vour 1951 
requirements now. 


‘ome 
trewters 


THE ZEROLL COMPANY 
2410 Robinwood Ave. Toledo 10. Ohio 


19°90 The Zerell 


New product applications and latest 
developments and techniques in dairy 
equipment, along with leading plant pro 
described by well 
known techmeians, make the new edition 
interesting and informative 


cess operations, all 


Free copes are available on request 


NEO PHOTOS 9 


A line of three-dumensonal photographs 
desgned to sell we cream at pomtof-cale 
has been introduced by Neo Photo. Sev 
eral new techniques are being used to 
increase the efectiwemess of this type of 
display, according to Harold Robinson, 


an executive of the hrm 


A new development, now available for 
the frst time, according to the manufac 
turer, is the opaque three dimensional 
photograph, in full color. This photo re- 
quires no back lighting of any kind, vet 
sand to retain full dimension and color 


New animated effects have been incor 
porated into Neo photos tj attrn 
ton walue. Typical effects in the photos 
are winking girls, moving hands, copy 
Hashing om and of 

The manufacturer states that to in 
cease brand prestige, the we cream manu 
tacturer may have a full color idlustration 
of hus own package stripped into any 
stock photo stock 
10 and 
Special prctures of all types and 
mes may be made to order 


A wide selection of 
photos avaiabie im sezes B x 


ii i4 


Intormation and literature describing 
the Neo lune oft pictorial displays may be 
had oan request 
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HOLMSTROM REPRESENTS MASSEYS distributor um 1926. In 1929 he orgamerd Applance Engineering 
Carl L. Holmstrom has been named by Masseys, Inc. Chvago ‘ompany of Boston, as a dutributor of major apphances, and 
vanilla manufacturer, as representative in the states of Urah, hs company « now operated by his brother wlaw, “jum” 
Wyoming, and Idaho. Thompson. For ten years “Terry” was connected with Serve! and 
was national sales manager of thea electra: retrgeranon divimon 

MEESE NAMES PETWAY Suwe the war Mr. Terhune dengned and produced automat 


bottle vending machines and General Vending Machine Corpo 
ration of Chicago was organized by him for that operation. This 
company ts now being operated by his son, “Terry,” Jr. as general 
manager 


Wilham E. Petway has been named by Meese, Inc, Madison, 
Indiana manufacturer of Shamrock shippers, as representative in 
Arlanta, Georgia, and adjouning Southern territory 


Mr. Terhune’s connection with the company marks the begin 
TERHUNE JOINS FOCEL ning of a dehnitely planned expanson of the Fogel operations. 

E. A. “Terry” Terhune has joined the Fogel Refrigerator Com. The Fogel line of refrigerated cases, coolers and allied products 
pany of Philadelphia, manufacturers of commercial refrigeration will continue to be sold through « nationwide organization of dw 
equipment, as Vice President in charge of sales, according to an = tributors and dealers. Mr. Terhune plans to expand operations 
announcement made by William Fogel, President in currently “open” territornes by the addimon of more held repre 


Mr. Terhune ws well known in the refrigeration industry as a sentatiwes in such areas and subsequently expand the dealer or- 
sales executive, having started with Frigidaire’s New Englard ganization 


GREETINGS 
at Convention Time 
AVLON’S FLAVORS 


125 OWIGHT STREET © SPRINGFIELD 3, MASS. 
FINER MAPLE FLAVORS 
For Better Maple ice Cream 
PURE AND IMITATION 


McGRAW CHEMICAL COMPANY | 


SOUTH WABASH AVE. CHICAGO 5, ILLINOIS 
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ANNIVERSARY FOR |. L. DOLPHIN 


Sealnght Company, Inc. 
celebrated on September | 
the anmwerary of the 
services of its Sales Vice 
Preadent, John L. Dolphin 

On September i, 1920, 
Mr. Dolphun janed with E 
W. Skinner, co-founder and 
Presdent of Sealright, to 
help extend the Sealright 
sales boundaries and for 1 
nme Mr. Dolphun was Seal 
right's only sales representa 
rive 

Then he and Mr. Skin. 
ner began choosing others 
and mdectrinmated them as 
“dairy products counsellors” 
and one by one, turned 
them loose with sound prod 
ucts on the dawy and ie 
cream wdustries. The re 
sult is thar Sealright has 
been a leading comtamer and closure supplier throughout the 
Linwed Seates and Canada for same time now 


J. DOLPHIN 


The selling profession acknowledged that John Dolphin could 
pick ‘em and train ‘em because he was a selling ace humeelf even 
betore he pouned Sealnght. Pe had become popular and success 
tul in the paper trade and priot to that had had a sound founda 


ven selling m a grocery store as a youngster in Unca, New York, 
neat hus matewe town of Sangerheld 

Mr. Delphun w a popular and influennal person today m the 
dary, «we cream and paper trades nationally. He remdes at 104 
Wellesley Road, Syracuse, New York and makes his headquar 
ters at the main Sealright factory and offices at Fulton, New 
York when he is not off somewhere consulting with dairymen or 
cream manufacturers individually of assembled. 


MATHIESON ANNOUNCES PERSONNEL SHIFTS 
Changes im the Operanng of Mathieson Chemical 


Corporation have been announced by Car! F. Prutton, Vice Pres 
dent, director of operations. The transter of some personnel and 
the promotion of others are a result of the corporation's several 
expansion programs 

R. B. Worthy, Vice President, formerly general manager of 
both the Saleswille, Virginia, and Balumore, Maryland, opera 
tions, will now devote his enmre ume to the Saleville operanons 
where he will make his headquarters. His new responsbulities in. 
clude supervison of the construction and operanon of the new 
S6-millon electrolyne chlorine plant at Salrville 

Arthur T. Bennett, Vice President, formerly general manager 
of SASCO operanons, with headquarters in Houston, has been 
appointed general manager of the Balumore operations. Both 
the Salrville and Balumore operanons are comudered mayor units 
tor the det ense effort 

Mathieson southwestern plants, formerly operated as a group, 
have been formed into separate operating divisions with the fol 
lowing management: 


Joseph Mullen, Ir., has been appomred operating manager of 


25th Anniversary FOUNTAINETTE 


Help your retailers sell more bulk ice cream by 
helping your dry steps add « variety of profitable 
ice cream dishes and “walking” sunders te their 
menu witheut costly installations er remodeling. 


A HelmeeLaeacy Fountainette turns any standard 
freeaer cabinet into a profit preducing fountsain— 
and it pays for iteelf out of increased bulk volume 
im former dry steps. 


The beuntainette is attractive and rugged—includes 
special stainless aluminum alley cabinet—stainless 


Write now for full deteils — and your cost 

1218 PULLERTON AVENUE, CHICAGO 14, KLINOIS 
WESTERN GALES OFFICE FLOWER ST LOS 15, 


ster! syrup pump, Board of Health approved—four 
46 o«. china bowls for flawors, metal covers and SS. 
ladles. SS. pumps are aleo available for these bowls 
—I18.8 stainless steel two quart milk storage well. 


Remember, your bulk ice cream volume will go up 
when you add the fF ountainetic te your merchandis. 
ing program—do what ice cream manufacturers all 
ever the country are doing—merchandise with the 
Helmeco-Lacy oumtainette. 
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it’s Beauty! It's Al-Aluminum! 
it’s Another Fine Bedy by Keystone! 


pow plows call ter one hundred bedies tha Keystowe (050 ALL. 
ALUMINUM ell give you top investmeet in dependable service ber 
years te come. the handy side and coer doors for 
and the beewtite!l all-over This self conteined with 
compressor Write fer deteds end prooews. 


KEYSTONE WAGON WORKS, Inc. 


LLOYD H. SMITH APPOINTED BY CLINTON 


the Little Rock (Arkansas) operations which consist of fernlizer 
and acd plants. H. T. Galt has been appomted asustant operat 
img manager at Little Rock 

James S. Gilliam has been named operating manager, Sulphur 
Recovery operations, consisting of sulphur recovery plants at 
McKamic and Magnolia, Arkansas 

R. T. Braun has been made operating manager of Southwestern 
Acid Plants operanons, consisting of sulphuric aad plants at Port 


The appowtment of Lloyd HM. Smith as General Sales Manager 
of the new Southwestern Division of Clinton Foods Corn 
essing Diwimon was announced recently by Carl Whiteman, Vice 
Presdent un charge of sales and advertuing 

Ths appouement in line with Clintan’s policy of creating 
divisions in the national selling orgamzanon wn order to bring the 


Arthur and Beaumont, Texas, and Bosser City, Louisiana 

W. S. Miller has been appowmted operating manager of the 
Houston (Texas) operations, and John R. Beatty, asustant op 
erating manager. The Fiouston operations const of fertilizer 
and acid plants at Pasadena, a sulphur plant at Houston, and an 


engineering department for servicing all the southwestern plants. 


company closer to its salesmen and customers, Mr. Whiteman 
went on to explain. No other changes in personnel in the terri 
tory are contemplated, he added. With headquarters in Kansas 
City, Missoun, Mr. Smith will manage sales im a territory con 
ssting of Missoun, Kansas, Southern Colorade, New 
Mexico, Oklahoma, Texas, Arkansas, and Northern Louwana 


Change cabinets from “storage boxes” to MERCHANDISERS! 


Use V. M. Superstructures 
a for greater sales! 


V. M. Superstructures fit off cabinets. tn 5 minutes they'll 
turn eny eordimery cobinet inte customer<cetching 


| service merchandiser. Then wetch gellenege stort climbing! 
Cost ie se lew thet V. M. Superstrectures quickly poy for them. 
selves increased soles. 
AVAILABLE IN 2 WIDTHS 
V.M., Jr.—30 V.M. Sr.—36 
For large cabinets, we here) 


these Meert Shaped Wings. 
They extend superstructure 
to 50 and 60 inches. $5.00 
@ peoir. 


$98.00 $98.50 
With two 6 « 10 pictures, $30.50 With two 11 « 14 pictures, $34.25 
F. 0. 8B. CHICAGO — INDIVIDUALLY PACKED 


Let us desiqn a superstructure to fit 
your needs. No increase in cost. 


MIDDLE WEST SALES COMPANY 


East Erie St., Chicago, Iii. 


Test the V. M. Sueperstructure fer yourself! Order from 
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: Whee you re moseying up ond down 
the eistes looking over the DISA 

in the Ationtic City conven- 
tien hell, steer yourse!? ever te Booth 
528. You'll be ree! welcome ond we'd 
love te see you. Maybe you'll want 

te telh ebout your cream flevering 
problems you hewe any)... oF 
perhaps you li tee! the chewing the 
tet about the wer, politics, besebdell, 
or the lob ter you ete lest aight. Per- 
chence yeu ll be looking fer 


nice combertebdle spot where you can 
vit down end rest vour dows. Here's 
the place to do You'll find 528 
one of the convention triendliest 


spots 


Mere ere the Feed Materials folks 
whe ll be on heed te ereet vou ot Booth 528 

end alee at our hespitelity heedquer- 
ters in the Ambesseder Hote! . Ed Feight, 
Pere Storr, Ed Heine. Mereld Achermenn 
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SCHAEFER APPOINTS BAYER 


Appomement of A. B. (Ball) 
Bayer as Distrat Factory Rep- 
resemtatwe has just been an 
nounced by Schacter, Inc. of 
Minneapolis, Minnesota 

Mr. Bayer will represent 
Schacter m Eastern Indiana, 
Ohio and Kentucky. Me will 
comtact «we cream manufactur. 
ers and appliance distributors 
on Schacter’s full lime of ice 
cream cabinets and thew Pak. 


A. BAYER 
A.Way home treezers. 


For many years previous to hus present athliation with Schacter, 
Mr. Bayer had been actively engaged in refmgeratnion work. The 
past few years, he was in charge of the au condimoning and 
refrigeranon department of The W. A. Ramsay Company, Hono- 
lulu, the Schacter distributor in Hawan. 


CALVIN LEICHTMAN HONORED 
Calvin Lewhtman, 82 years old and “grand old man” of the 


“we cream industry in HMazelron, Pennsylvania, where he continues 
active as chairman of the board of the Lewhtman Ice Cream 
Company, was honored by the Board of Directors of the Asso- 
cation of Ice Cream Manufacturers of Pennsylvania, New Jersey 
and Delaware at a luncheon held in the Motel Warrick, Phila 
delpua, on September 7 


An illuminated testemomial scroll was presented to Mr. Leichr- 
man, who has been im the we cream business since 1895. Mrs. 
Lechtman witnessed the presentanon. Mr. and Mrs. Leiwchtman 
celebrated their 60th wedding anniversary last March 


Cal Lexheman, as he known im the industry, was for twenty. 
one years a member of the Board of Directors of the Ice Cream 
Manutacturers’ Association and at the organizanon’s 43rd annua! 
convention at Bedferd Springs, Pennsylvama, last spring he was 
made an honorary director for life 

The illuminated scroll presented to hum at the luncheon bears 
thu resolution: 

“Whereas Calvin Lewhtman has s unselfishly given of his 
cme and talents for the benefits of the ice cream industry and 

“Whereas he has serwed so taithtully and lovally as a member 
of the Board of Directors of the Associaton of Ice Cream Manu. 
tacturers of Pennsvivamia, New Jersey and Delaware for 
many vears 

“Theretore, he it reanved that the ofhcers, directors and rw 
bers of thu Assocation gratefully acknowledge his valued services 
by electing him an honorary director for hte.” 

Mr. Lewheman’'s first expernence im the we cream business was 
selling “stow balls” in Hazelton for a penny apiece. He did so 
well un the tem years that |e sold “snow balls” thar he branched 
out on a larger scale un the we cream business 

That was back m 195, long before the days of modern re 
trigeranan, gleaming coils and shiny white cabinets 

“In those days.” Mr. Leshtman says, “We delivered our ice 
cream to dealers in tubs packed with we and salt and the dealer 
sold ut trom the tubs.” 

Although Mr. Lewheman will be 83 years old on November 
25, he comemues to take an active in hus own company 
and the affairs of the industry in general 
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HAZNAW NAMED BY LIONS 

Charles Schwemler, Diseruct Gowermer, Central Reguon of 
nom, Lions Intermanomal “The World's Biggest Doers.” has ap 
pointed F. Paznaw, of Florasynth Laboratores, lnc. Chicago, 
Deputy District Gowernor of the Eastern Region, which comnts 
of 14 Lions Clubs, with combuned membershup of appronwnately 
Lions. 


BRODERICK APPOINTED BY JOHNSTON 

George Broderick has been named castern division sales man 
ager of the Chocolate and Cocos Divwson, Robert A. Johnston 
Company. His appomement was announced by W. G. Manschor, 
general sales manager of the Diveson 

Mr. Broderick, who has heen assacuated with Johnston for more 
than 20 years, was one of the pronmcers in the chocolate and cocoa 
division. 


ICN NAMES ALFRED HECKER 


The appoutment of Alfred Hecker as Field Sales Manager 
has been announced mn New York by Ice Cream Nowelties, Inc 
He will spend most of his ame wunting ice cream manufacturers 
with regular ICN representatives 

Al Hecker w well known and has been idennthed with the 


cream undustry for ower twenty-hwe vears 


BRUCE DURLING CETS NEW POST 
Bruce L. Durling, son of Ball Durling, President and General 


Manager of Wm. |. Stange Company, was recently appowred 
Coordinator of Sales and Research. Bruce joined Stange in 
1940 and has represented the company im a sales capacity on the 
west coast tor the puast tour years. In Tuly he was recalled to the 
home ofhce in Chicago to assume the new duties assigned him 
The appowmrmment was announced by Aladar Fonyo, Vice 
dent and Director of Research of the Chicago firm. 


PHILLIPS NAMED CUNDLACH CONSULTANT 
Appomtment of Blaine Phil 


lips as a resident consultant for 
southern Ohio, West Virginia 
and eastern and northern Ken 
tucky has been announced by 
G. P. Gundlach & Company, 
Cincinnati, as part of an ex 
pansion program in merchan 
dising facilities. The Gundlach 
orgamzation headquarters are 
at 1201 West Einghth Sereet. 

G. P. Gundlach, President 
of the organization which is a 
nationally noted merchandmng 
and marketing consultant serv 
we for the milk plant, ice cream and collateral dairy products 
industry, recently disclosed plans for extensive enlargement of 
activities im techrucal and sales assustances 

Mr. Phaillops will hawe base headquarters in Cincinnati. He is 
a graduate of Kansas State College where he majored in jour 
nalem. Following expernence in the helds of newspaper and radio, 
Phillips became associated with the Gundlach organization sx 
months ago. He had completed a comprehensive training pro 
gram m the fundamentals of dairy products and thei merchan- 
to his assagnment to held consultanon service 


BLAINE PHILLIPS 
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Yours 
This valuable booklet 
by the makers of | 


The techmicans «he developed Krageleen, the finer vege- 
table stabilizer for ice cream, have written 4 practical, 
factual booklet for manufacturers of wer cream and frosem 
you ll find informative, useful 
and a valuable addition to your plant « library 

It's absolutely FREE... . strings attached. Siumply 
clip and mad the coupon below 


Phenix Pobst-ott Compeny, Dept. K-31 
460 E. Street, Chicage, 


Please wad o tree copy of “Hot Tips on o Cold tubiect™ to 
MAME 

COMPANY 

ADOBESS 
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STATE 


is PERFECTLY BALANCED 
fer your desired results 


MINERAL SALTS 


There no upon solid a foundation as 


that bw superior proabuct We know that 


in Mineral Sales. and we know it true in lee Cream 


We work with wou for vour satiefactnon and tor our 


mutual Cee 


See us at the Show 


orner SALES CORPORATION 
PITTSBURGH 6 #=Menwlecturing Chemists PENNSYLVANIA 


R. C. RAU APPOINTED BY CLINTON 


The appowmement of R. C. Rau as General Sales Manager of 


m charge of sales and advertuing 


territory are contemplated 


| oumana 


the new Southern of Clanton Foods Corn Processng 
has been anmownced by Carl Whiteman, Vie President 


The appomement of Mr. Rau is in line with Clinton's policy of 
creating divimons in the nanonal selling organization designed to 
bring the company closer to its salesmen and customers, Mr 


Whiteman explained. No other changes in personne! im the 


With headquarters m Atlanta, Georgia, Mr. Rau will manage 
sales in territery consmting of Georgia, Florida, Alabama, Mis- 
sssipm, North Carolina, South Carolina, Tennessee and Southern 


Mr. Raw, who w lowa born, has been with Clinton ance 1940, 
starting om the maim plant at Clinton, lowa. Piss career was 
interrupted by the war, im which he serwed in the Coast Guard 
Followimg his return from the service, he was assigned to the 
Minneapolu sales ofhce, leaving there in August 1947 for the 
southern territory 

Sune that tome, Mr. Raw has travelled cxrensiwely in the South 
and has gained an acquaintance with the food industry in all its 
branches in that part of the country. He makes hu home in 
Aclanta 

As general sales manager in the South, he will be responsible 
for the sale of Clinton bulk products corn starch, corn syrup, 
corn cil, corn sugar (dextrose), lactic acid, dextrims and crude 
corn sugar 


See Us In 
Booth 1220. 


\ 


ATLANTIC CITY 
OCTOBER 16-21 , 


Several territories are 


available to salesmen 


jobbers or brokers 


1403 STATE STREET 


Write us and get acquainted 
with BECK’S good Vanillas 


BECK lanilla Products 


EAST ST. LOUIS, ILLINOIS 


STANGE 
PRODUCT 
Distribuled Hationally to the Dairy Industry by 


CHERRY-BURRELL CORP. 
and their Associate Distributors 
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STABILIZERS 
and EMULSIFIERS 


lee Cream and dairy shouki have 


wou those results 


SALES CORPORATION 
PITTSBURGH Manutecturing Chemrsts 


Tell ws the results wou want, the paar tne ular qualities 
and we 
will furnmeh wou the aml to 


range and let us pre 
pare and held your material foe wou, and ship as needed 


PENNSYLVANIA 


bring 


ANHEUSER-BUSCH APPOINTS SCHULENBERC 


Anheuser-Busch, Inc. has 
announced the appountment of 
Fred W. Schulenberg as Gen 
eral Sales Supervisor of them 
Refrigerated Cabinet 


Mr. Schulenberg, whe was 
formerly with the Prigudaie 
of General Motors, 
will be un charge of the Cabinet 
expanded selling of 


SCHULENSERG 


ganization 


FOREMOST REPRESENTATIVES LISTED 

Foremost Fountains, Inc. 527 Casanova Screet, Bronx, New 
York, manufacturer of soda fountains, has announced its latest 
lst of representatives: 

New York, New Jersey, Eastern Pennsylvania: Jack Pressburg, 
headquarters in New York City; New England: Jack Weissbuch, 
with headquarters in Boston; Maryland, Tennessee, Virgina: 
Leonard Kravitz, headquarters im Baluumore; Western Pennsy! 
vama, West Virginia: T. N. Melvin, with headquarters in Pitts 
burgh; Obso: Hubert Weiss, with headquarters in Cleveland; 
Mid-West: Ken McGaw, headquarters in Chicago; and Far West 
Norman Roossin, headquarters in Sherman Oaks, Califorma 


PAUL WHITEMAN STARS FOR MILK 
Keyed to promoting greater publi acceptance of milk, the 
Paul Whiteman TV Teen Club Show » now on the air every 


CLAMP-ON PIPE UNITS 


for displaying your material at the Point 
of PURCHASE. 


Photo at right shows our PATENTED 
CASTINGS used at top and bottom of 
cabinet. Adjustable for all sixes. Write 
tor information and prices. 


4302 Chicago Ave. 


Saturday mght at 8:00 pum. eastern daylight ime, ower the tele 
viman metwork facilimes of the Amerwan Broad asting Company 

This marks another milestone of merchandising progress for 
dairying, according to Owen M. Richards, General Manager of 
the American Dairy Associanion. It represents producers’ adver 
meng action to “Say Ir With Sales” in mowing record aulk pro 
duction marketward and sets a pattern for other branches of the 
dairy undustry 


BOSWELL DAIRIES NAMES BOSWELL 


Dave Boswell was named manager of the we cream divimon of 
Boswell Daines, Fort Worth, Texas, recently. Me assumed hes 


new dumes after his return from che Fall season of the Ice 


Cream Merchandiang Institute in Washington, D. which 


ended Ox tober Z 


HENDLER SEEKS A BOOK 
L. Manuel Mendler, President of the Mendler Creamery Com 


pany, who has accumulated an extenuve collection of hiutorical 
materials to the we cream imdustry, reports that he 
currently im search of a book on we cream manufacturing written 
by ome Val Miller 

Anyone whe can provede Mr. Hendler with thu volume, of 
who knows where or from whom he can obtain it, would carn 
the Balumore we cream executive's appreaation by contacting 


hum at the Hendler plant, 1100 Block Bast Baltimore Sereer, 
Ralmmore 2, Maryland 


CULVER CO. 


Minneapolis 7, Minn. 
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TLANTIC. City’s Chelsea will be the wene of the 
19%) convention of the Nanonal lee Cream Mix Associa 
nom. The one-day series of meetings will be held October 19, 
during the week of the 17th Dury Industries Exposinon 
Busness sessons and a luncheon will Sighhght the conclave 
Howard B. Grant, Publisher of Ice Canam Freto and Don 
Anderson, Deputy Durector of the Daury Branch, Unwed States 
Lepartment of Agriculture, will be the featured speakers. Mr 
Grant's topic will be “A Postiwe Approach to lee Cream Sales.” 
Lhirectors of the ascetanon will also convene for an umportant 
meeting. Election of ofhcers, reading of the treasurer's report, 
and a policy discusmon will mark the conclusion of the convention. 


Ilineis Conference Scheduled 


A two-day conterence in ice cream manutacture will be held 
April and 4, 1951 at the University of Urbana. De. 
tails of this and other dairy technology courses planned for the 
near future may be had by writing to R K. Newton, Supervisor 


of Conferences, 713'. South Wright Sereet, Champaign, 


Vlix Association to Meet Uet. 19; 
Grant and Anderson to Speak 


New Yorkers Re-elect Officers 


All ofheers of the Association of Ice Cream Manufacturers of 
New York State were re-elected at the group's 43rd annual con- 
vention, held at Whiteface Inn, Whieetace, New York, from 


September 12 to 14 


R. A. Perry, President; E. W. Keufin, Vice President: Lester 
Smith, Treasurer; and W. Last, Secretary will retain their 
executive posts for the coming year. Newcomers to the associa. 
non's Board of Directors mclude Willam Finke, Vernon F 


Hovey, Jr, Ralph Ellsworth and Percy Storr. 
Speakers during the three-day conclave included Clifford 


Hawker, Armstrong Cork Company, Lancaster, Pennsylwama; 
R. J. Nugent, General Ice Cream Corporanon, Schenectady, New 
York; Mr. Perry, who uw Vice President of the Hygeia Refrigera- 
non Company of Elmira, New York; Robert North of the 
International Assocation of Ice Cream Manufacturers; and Dr. 
Ralph Robey of the National Association of Manufacturers. 


The NEW Automatic Ice Cream and Custard Freezer 


The Automane Custard Freezer 
to hold the prod- 


uct im the freezer at an even tem. 


is fully automatic 


nerature and serve cones, plates or 


hoxes direct from the freezer. 


It can also be used as a continu- 
ous freezer to make special flavors 
of ice cream or custard for your cabi- 
net during dull periods without 
change. 


Precision Built for Long Service 


Wrote or atre for detailed miormation 


Openmg for dealers im some terntortes 


AUTOMATIC FREEZER MFG. CO. 
35 North Lehman Street York, Pennsylvania 
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Packaging Men to Convene 


The [2th annual forum of the Packaging Institute will be held 
at the Hotel in New York City trom October 25 to 
25. The program has been arranged m convene an 
group of authorines whe will assess the outlook for packaging 
supplies as of the end of thu month. A feature of the conven: 
non will be an address by Roy Segur of the National Security 
Reseources Board. Mr. Segur will expla the board's plans for 
control of packaging 


ADA to Meet in Des Moines 


A rally of mid-west dairy leaders keyed to meet the challenge 
of an expanded advertuung program for foods will 
the Fall execute sesmon of the American Dairy Assocation m 
the Hoel Savery, Des Mowes, lowa, Nowember & to 10 

This was the announcement of Owen M. Richards, Chicago, 
General Manager of the ADA as preparanons got underway for 
the business meeting of dairy producer delegates from all parts 
of the nation representing “ per cent of the country’s milk 
supply 

The rally will be held the afternoon of Nowember 9 when 
some 30) dairy industry leaders are expected to be im attendance 
trom Lowa, Minnesota, Nebraska, Wiscomsm and Kansas 

the heart of America’s dairy producnon center. A banquet 
will clumax the day's acnon-packed program 

Hosting the three-day executive session will be C. R. Schoby, 
national ADA Presdent, whose home is Algona, lowa. The 


Better 
Cleaning 
at Low Cost 


Cherry-Burrell Washing Powders are 
specially blended for definite cleaning 
jobs. Each combines elements which provide 
high detergency, water conditioning and easy 
rinsing. Each is blended to meet specific 

water conditions. 

Clean and sanitize with maximum efficiency 
and real economy. Use Cherry-Burrell Washing 
Powders. Good equipment and complete 
sanitation help produce quality products. Special 
farm dairy cleaners are also available. 

Ask your Cherry Burrell representative about 
the right cleaning compounds to fit your 
individual needs. 
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DAIRY BAR spersored by the Deiry Products Acsocietion wos 
the 1960 State Fair. On the tee poet 
attendance devs. 16.000 per day were served of the Bar. The 
of people were -equired te the refresh 
mert certer. 


administrative commuttee, of which Mr. Schaby chairman, will 
meet Nowember &. The next morning will be devoted to meetings 
of the subcommuttees on advertiang, publcity, membership and 
research 

The execunve and advasory commuttees go into session 
Novermber [0 to act on subcommittee reports and map sales 
pointed advertisng and merchanduing plans to mowe this year’s 
record production of milk markerward. 

It that thus the fret national ADA seaman held 
m lowa ance ADA was organized im 1940. lowa was a charter 
state and has been an active force through me creanization’s 


cleven years of a national program of advertixing and merchan- 
dising dary foods. 


CHERKY-BURRELL CORPORATION 
Geeere! Seles ond teecutive Office 
427 W. Randolph Street, Chicage 6, 


FACTORS HES. 
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| Business News 


“CARACAS” PROMOTION PLANNED 


Nationwide merchanduing promononal efforts will be under 
taken im October 
merchandwing consultants, m cooperanng with we cream manu- 


by G. P. Gundlach & Company, Cinemnan, 
facturers featuring “Caracas Chocolate” we cream 

The comcentrated marketing effort will be spearheaded by a 
full-page-im-<olors advertuement in the Saturdey Fvenmg Post 
m October 

The ad copy will remund that “Caracas Chocolate « the flavor 
that has quickly captured the fancy of the taste-conscious Ameri 
can pubis.” 

(eoperanng m the consumer marketung program will be the 
Larry Canid Diwmon of the Gundlach organization which wil! 
Chocolate” we cream for 


comvemmence of “Caracas 


desserts and parties 


cite the 


Pontot-sale contacts will Le accented by dominations, posters, 
window duplays, countercards, menu clipons and newspaper ad 
vertisaing An actua! reprint of the Saturday Post page 


ad « provided for the counter card display 


ICE CREAM USE UP 47% SINCE 1940 


Homemakers are imcressingly recogniming Ke cream as a ug 
Proof of the hes in the 
statement that the present annual comsumption is 28 pints per 


mhcant contrition to daily meals 


we'll be looking 
for you at the 


we'll be showing the fine 
RECO products the whole in- 
dustry is talking about! 


* RECO-Fab Walk-in Frosti Vaults 


Freesers. ta 4 to 


DISA SHOW 


* Frosti-Stik Freezers * RECO-Fab Reach-in Frosti Vaults 


person compared to 19 pines im 1940, a jurmp of 47 per cent 
This w based on the 1949 ice cream production total of nearly 
600 000,000 gallons 

Scientists say that one average serving of ice cream gives the 
consumer the same amount of calcwwm and high quality protem 
T hes high toad walue is due to the tact 


thar 80 per cent of the wamila «xe cream mix consists of milk 


as ome half glass of mulk 
and cream. The other 20 per cent ws composed of sweetening and 
flavors. The nutritional products of milk and cream give ice 
cream signifcant amounts of protein, vitamin A and 
nbolavin, all essential, say scuentusts, for growth and for develop 


lee cream, in sizable quantities, should be eaten by those per 


ing strong bones, teeth, good eyes, and robust health 
low on mulk COMSUMPtkM}, says Milton Pulte, Presdent of 
the National Dairy Council, Chicago, wo be assured of the 


nutrients needed by the body in its growing and development 
Mages 


FAMILY DAY IN HAMMOND 


The American Mae Products Company heid us Family Day 
on September 13 at the plant in Hammond, Indiana. Nursery 
facilines were provided for small children while parents toured 


the plant, observing the conmvermon of corn wte dextrose, sytup 


and starch 


Atlantic City 
October 16th to 21st 
Booth 1310 


Remember you can always depend on 
RECO for your specialized retrigeration 
needs. RECO products are engineered 
to give greater service, economy and 
ease of operation and long life. 


Reech-in 
Frost:-Veults 
31 end 51 Cu. Fe. Cap. 


PRODUCTS DBOIVISION 
2020 NAUDAIN STREET, PHILA. 46. PA. 
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WEBER ADS PROMOTE ICE CREAM 


Weber Showcase and Future Company, Los Angeles, going 
“all the way” mm its phulosophy that emportant to sell not post 
the cabumet but the food. In a sernes of newspaper ads, the frm 
telling grocery store customers to eat more ice cream, buy some 
today, and keep some om hand at home all the ame. These are 
strictly comsumer ads designed to sll more «we cream 


STANDARDS EXTENSION ANNOUNCED 
Notice has been given of the extension until October 31 of the 


period within which written data, views and arguments may be 
whmetted tor consderanon prior to the usuance of United States 
Standards tor grades of milk for use in the manufacture of dairy 
products. Hearings will begin in Washington, D. C. on Nowem 
ber 13 


ARDEN FARMS REPORTS ON NOVELTIES 
Karl H. Evans, Manager of Arden Farms, Oakland, Cali 


forma, reported recently that “satisfactory resules” have been 
apparent since the frm began early this year to manufacture the 
Donald Duck brand of frozen novelties 

Mr. Evans attributed much of the success of the Donald Duck 
confection operation to the complete and integrated merchandis 
mg and promotional program effected by Ice Cream Nowelnes, 
Inc. of New York City. Pointof-sale materials, the Donald 
Duck premmum program, the “mass merchandising” and dealer 
meentve plans were cited. 


SPADES DIPPERWELLS 


Both solid 


aluminum, polished to a 


one piece 


high lustre. Dipperwells 
have inlet and outlet 
plumbing connections. 


Spades perfectly bal. 


anced, sharp. 


OOP-R 
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SHELLED CALIFORNIA WALNUTS 


Graneles 
Small Pieces 
Quarters and Picces 
* Halves 
COTTAGE GROVE NUT CO. 
1407 Pomona Ave. San jose 10, Calif. 
Representatives im Mest Areas 


every dip. The ice cream won't stick, 
and no dipping in water is necessary. 
This is because Scoop-Rite is made of 
solid aluminum, the metal which has 


BORDEN COMPANY ACQUIRES KREE MEE 


The «e cream basnes of the Kree Mee Products Company im 
Harlingen, Texas was purchased recently by the Borden Company 
tor a reported conuderanan of $90,000 

Berden announced thew company will continue the 
Kree-Mee line and will also make Borden products available to 
Kree-Mee customers 

The purchase uncluded trucks, we cream cabinets, supplies and 
The bulding and property at 620 Polk Sereet 
were not included wm the transaction 

Borden swe cream will continue to be manufactured wn Corpus 
Christi although Borden offaaals have announced the company 
mans to combine its milk and we cream operations im this area 
im the near future 


other equipment 


A Better Scoop...Non-Mechanical, Non-Chemical 


@ One Piece Solid Aluminum 
@ Dips Easier, Faster 
@ Attractively Priced 


Scoop-Rite scoops a perfect circle with 


the greatest resistance to heat or cold 
of any used today. When you try it, 
you will see how perfectly the scoop 
releases without a tripper or chemical 
needed. 


WRITE FOR DETAILS 


MICH. 
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HEADQUARTERS For THE VERY 
LATEST IN WORKSMAN CYCLES 


Be Sure to See the New, 


Complete Line of Worksman 
Cycles 


Lighter, Easier to Operate, 
More Models and Better 


insulation. 


WORKSMAN CYCLES 


WORKSMAN TRADING CORP. 
446 Adelphi St. Brooklyn 17, N. Y. 


NEWLY WEDS OPENS WEST COAST PLANT 


Due two the commmumg demand for lee Cream ‘n Cake Rolls, 
the Western Newly Weds Baking Company plant has just been 
opened at 1036 Ashby Avwenuc, Berkeley, Calforma (see accom- 
panyung dlustraton) 


This modern bakery w demgned for tullscale production of 
cake tor lee Cream ‘n Cake Rolls, with stainless steel equipment, 
streamlined for maxumum cfhoency. Faster delivery service wil! 
be available to the entire western states area. 

In addition to the cakes, the Western Newly Weds Baking 
Company has available all the equipment necessary tor making 
cake rolls, together with cartons and packaging supplies. 

Bert Thompson « manager of the new plant, and C. C. Abbort 
us the western sales representanve. Both of these men are well 
known in the we cream industry and have recently moved two the 
west comst 


NEW HEADQUARTERS FOR HUDSON 


Joseph A. Gauer, Vice President in charge of sales for the 
Hudson Manufacturmg Company, announced recently the re 
moval of the firm's vamila plant to new headquarters at 6310 
North Lincoln Avenue in Morton Grove, [mow The commu 
nity is located in the northwestern suburban section of Chicago 


The company will now occupy more than twice its former 
space and will continue producing a complete line of vwanillas 
chat hawe been used im the ice cream industry since 1888 

The new plant incorporates modern stainless steel vacuum 
still-percolators and storage tanks, permitting the stocking of a 
great warvety of vanillas. Laboratory space has also been enlarged 

Mr. Gawer said that this expansion move was necessitated by 
increased sales activity. A photograph of the new plant accom. 
pamies this article 


BASTIAN-BLESSINGC CAMPAICN SCORES 


The Bastian-Blessing Company's soda fountain advertising 
campaign was awarded First Place wm Furmture and Fixture Ad 
wertuements by the National Industrial Advertisers Association 
at tts 28th Annual Conterence held im Los Angeles recently 

The award was made “For the campaign which im the opinion 
of the judges w of outstanding excellence in its planning and 
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execumon.” This honor o shared by the company and ite agency, 
The Buchen Company of Chicago 


The advertuements contauned dlustranons of the company’s 
most recent deugns im fountain units, and pectures of actual m 
stallanom. Myron E. Stecrynski, the company's sdvernsing man 
ager, was largely responsible for the photographs. While the 
ihustranons usually showed large fountainluncheonettes, L. N 
Lucas, Vice Presdent of the fountam frm, sated the cx 
small fountaums and bobtails are as well desegned as larger 
fountains and are m as great demand. 


PATENT CRANTED TO LE ROY 


Sean Overland, 
Sales Manager of 
the lee Cream Dy 
vueon of Le Rov 
Foods, Brook 
wn, New York, 
reports that the 
hrm's claums for a 
patent 
several phases of 


cow ering 


Ke cream sandwich 
production have 
been granted. The 
patent number is 
2,521,403 
The fret of 1! 
claims allowed 
takes in “the meth 
od of making a 
wrapped we cream 
sandwich composed of a block of hardened «e cream between 
two edible wafers and contained im a wrapper, which method 
comprises holding two edible waters in a wrapper in paralicl, 
spaced mutually facing relation therem and against movement 
toward «ach other, filing the space between said waters while 
held in the wrapper with ice cream in plastic condimon, and then 
hardening the we cream im situ between the waters while so heid 
in the wrapper 
The second claum covers the method of making a plurality 
of wrapped we cream sandwiches. The remaiming claims allowed 
under the patent grant cover several key steps in the manufacture 
of we cream sandwiches, as well as wrappers, box position, and 
openings. Full information wu available on request trom Le Roy 
Foods, at 284.290 South Fifth Sereet, Brooklyn 11, New 
Y ork 


ABBOTTS DAIRIES in Philadelphia recently purchased this 
ice cream body from Keystone Wagon Works. equipped with Kold 
Held plates end « 2-heorsepower Brunner comprencr self-contemed 
Complete weight of the body acluding ell-eluminum construction with 
styrofoam insulation. «4 4.375 pownds 


Nothing sells 
ice cream like 
Neco-Phote 


EATENSIVE TESTS heave the of 
dmplays ke cream sales par 
the dyes m pet few das New brings 
ne high standard in three 


NEQLPHOTOS SELL MORE .. . BEC SE they 
depth, better col and appetite appeal, See car 
getting smimation featere: winking girls, hands, 

faching on and off, etx 


SEOPHOTOS GIVE BETTER SERVICE... BEC ASE 
hated coboting will newer? fact {less ¢ ee will 
warp of wratch, and will maintain dimension sad 


SPECIAL! Your pecktege may be stripped 
inte eur stock photos. 


sure te coe Mhote ... 
the finest three dimensional+ 
on the market... before vou 
| 

Neo Phote three dimensional 
pictures con be made ap in 
any sive, from 4 5 te « 
10. Steck pictures available 
in « 10 14 A 
wide selection of stock pheotes 
for vou te cheese from. 


33 W. 46th St. Plaza 7-8566 New York, N. Y. 
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COMMITTEE on Definitions end 
Stenderds met in Washington on Septembe 
12 end to prepere for the forthcoming 


W demure 


Widemuore 
Dr. C. W. England, Highs ice Cream Com 
pery. Weshiagtes, 0. C 


Sen FPrencisco, California: Rober? C. Hibben. 
Executive Secretery, |AICM, Washington, 
C.. John $. Conner, [AICM, Washington, D. 


Syleceuge Alabeme 


J. Wendt 


hearings the Food and Drug Adminis Weedts Cream Top Niegera Falls C.: J. Weecehter, Fairmont Foods Com- 
which of Neowember i). 1960 New York. pery, Omehe. Nebrasta: and W. Morrison. 
left te right C. A. Watts. & Nations! Deiry Products Ceorporetion, New 
Ce. Chicege. C. M. Fistere, Specie Standing, left to right: E. J. Smith, Carry ice York, N. 

Ceussel, [AICM, Washington, 0D. W. A Cream Company, Washington, 0. C.. Dr. A 

Wentworth, The Borders Company, New Yort. P Stewart, Golden Stete Compeny, Ltd. Sen Mesrs. Burt Engiend end Wend? represented 
Ridgway Kennedy Jr. Abbotts Deiries Frencisco, Californie: Or. C. L. Wrenshell the NARICM. Mr. Widemire represented the 
inc. Philedeiphic. Pennsylvania. Marry Burt Foremest Deiries, inc. Jacksonville, Ploride Southern Association of ice Cream Manufec. 
Burts lee Cream Olblshome: E. L. R Yeder Gelden State Company, Lid turers 


SURVEY SHOWS PAPER PREFERENCE 


Paper service preferred over glass tor beverages and 


cream at America’s soda fountains by a wide majority, according 
t a survey just completed by Fact Finders Associates, Inc., in 
nine mayor cites 

Results of the study, made tor Lily-Tulip Cup Corporation, 
New York, show that among customers who have a preterence, 
paper service ts preferred 60.5 percent to $9.2 percent for glass. 
When told that “the advantage of glass w said to be better 
appearance, the advantage of paper uw said to be more sanitary,” 
70.2 percent favored paper and 29.8 percent glass 

An wnteresting fact revealed by the study was that most people 
had a preference, 91.5 percent stating an opinion in answer to 
the frst quesnen and 95.6 percent stating an opinion im answer 
te the second question 

The results of the study are based on interviews by independent 
research workers with over 3,500 persons in New York, Phila- 
Washington, Detrow, Adanta, New Orleans, Houston, 
is the fret of 


to be comducted bw the research frm for Lily Pulip Cup Corpora 


St. Lows and San Francisco. The surves three 


non. Interweews were beid on the street outside stores, some of 
which used paper and some of which used glass 


blightype stores; high-trathe stores, popular price stores; and 


nerghborhood stores were covered by the interviewers who asked 
customers 

(1) “At the soda fountain, would you rather be served 
beverages and ie cream im paper or glass?” 

After answering this they were asked: 

(2) “The advantage of using glass w said to be better appear. 
ance; the advantage of using paper uw said to be more sanitary. 
Now which do you preter?” 

Paper was preferred over glass by customers of all three types 
of stores. In high-type stores, paper led 52.4 percent to 47.6 
percent by those stating preference; in high-trathe stores, paper 
was preferred 62.3 percent to 37.7 percent for glass and in neigh- 
borhood stores paper polled 60.3 percent to 39.7 percent for 
glass 

OF the 95.6 percent stating a preference im answer to question 
2, paper was preferred in high-type stores by 56.5 percent, in 
high-trathe stores by 71.8 percent and in neighborhood stores by 
707 percent 

Women in the combined nine major cty tabulation preferred 
paper 62.2 percent to 37.48 percent for glass. Men in the com 
posite figure favored paper 37.7 to 42.3 percent for glass. In 
answer to question 2, preference tor paper of women rose to 72.4 


percent and men to 65.5 percent 


VACUUM PACKED 
1 tbh. cans All Fancy top 
ping for fountain use 
4-oz. jars for take home 
sundacs 


4) 


Write for samples end prices 


Hillson ‘Nuts of Quality” Make the Best Ice Cream 


A leader for years serving the we cream trade with complete line 
Three Leeders—-Packed in airtight plastic begs to insure freshness. 


TASTY ALL FANCY CHOPPED NUTS 


PEANUTS) 


SELECT BUTTERED PECANS 
TOASTED BUTTERED ALMONDS 


1322 Woodland Avenue 


An outstanding mature of fancy nuts 


Ideal tor Maple Nut, Caramel Nut, Cherry Nut, et: 


Processed wich highest score creamery butrer 


THE HILLSON NUT COMPANY 


Cleveland 15, Ohio 
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KELVINATOR SPONSORS TV SHOW 


Kelvinator assumed spamseriup of a mew 000 TV var 
ety show beginning September 22, under a long-term contract 
with Columina Broadcasting System, according to an announce 
ment by C. Boning, Kelvinator and sales promo 
non manager 

The show, entitled “Sear of the Famuly,” « telecast weekly on 
Friday might ower CRS-TV, from 10:00 w 10:30 New York 
ame. It released coast to coast, through 61 on a “live” 
bass where network factines permit; othereue by special tele 
vison recording 

Built around smging star Morton Downey as master of cere 
mames, the show also features a series of outstanding personalities 
Mr 
saad these are expected to include such top names as the Pat 
Rooneys, the Mills Brothers, Morey Amsterdam, lane Pickens. 
Peter Land Hayes, the Ink Spots and Phil Siivers 

“The addimon of a strong network TV show to the coming 


years advertuing program will 


un the entertaumment held as surpriae guest stars Komning 


broaden Kelvinator’s representa 
nem in the important consumer media,” he 

“Television has shown increasing potency in its direct influence 
The ‘Sear of the Faraly’ show will add rh» 


powerful support of T'V to Kelvmator’s strong program of year 


on promotion of sales 


round advertising im general consumer and farm publcanons.” 
The show will feature pecks behind the scenes into the family 
lite of the famous guest stars. Parents or children of the, star wil! 
be interviewed by Morton Downey without revealing the dennry 
of the guest. Finally ateer the interview brings out a number of 
wentihcation clues, the star is introduced as a surprise climax 


The show « sprinkled with songs by Mr. Downey and other 


variety acts 
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CHOCOLATE 
PRODUCTS 


Wither Secherd Checotete Compeny, inc. 


Maximum Protection 


For Shipments of ice Cream & Frozen Foods. 
wee FOREST FLEECE CARTON LINERS— 


Maximum lLasulation 


because FOREST FLEECE CARTON LINERS 
ONLY wse Cotton Material tor best 
INSULATION 


Forest Fleece Liners 
Economical Mostureproot  Lightwemght 


“TAILOR-MADE "WRITE TODAY 
To fit your shipping certo: For tree samples of these eaty 
Compect LINERS — 
Send inside dimensions of REMEMBER they tote wp little 
your present shippen shorege tpece 


FOREST WADDING CO., INC. 


Bring them back for 


& 


WILBUR MIXES give your ice cream the real, 
smooth chocolate flavor that brings your 
customers “back for more”. 


Penne. 
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us at 
BOOTH 1223 


al the 


Dairy Industries 
Exposition 
Atlantic City, N. J. 


For your 
neguinements on 


MOLDS, STICK HOLDERS 
CHOCOLATE DIPPING 
TANKS, MOLD RACKS 
BRINE TANKS, 

BAGGERS, DEFROSTERS 


NGINEERING C 


USE OF KINC COLE PHOTO REFLECTS 
FIRM’S HICH STATUS 

An article in the July, 1950 issue of thes magazine utled “Soft 
lee Cream So What’” was accompanied by a photo of the 
plant and retail outlet of the King Cole Ice Cream Corporation 
of Luca, New York, and the use of thes dlustration was intended 
te call attention to a typical frm that was—in the words of Pro- 
fess DD. Horace Nelson, author of the arucle—"“offering thei 
usual bigh quality we cream im this new form of package.” 

The arncle wself traced the history of the soft we cream trend, 
described the various systems of producing «, and noted some 
techmques involved im its merchandising. Profesor Nelson 
pointed out that the manufacture of soft ice cream “supports the 
histore objective of our industry; to market safe and sanitary 
milk products im packages and qualities which range trom ex- 
pensve luxury items to tems available to the consumer with 
lumuted funds.” An earlier article, im the November, 1949 
of this magazine, titled “King Cole Ties Up Trafhe” made clear 
that the Uitca organization was adhering to thu objective 

Inadvertently, a reference by Professor Nelsom to the ex- 
plataton of the comparatively-new product by “people who knew 
nothing about dairy products” has been taken to include-—because 
of the use of the photo ated above—the King Cole Corporation 
This, of course, was unintended as the firm has achieved a notable 
reputation for high standards and quality ance us founding in 


BOB HOPE AND BOBBY CLARK WILL 
STAR IN FRICIDAIRE TV SERIES 


Frigidaire has announced that it will expand is national tele. 
vision program by continuing the popular Bob Hope shows and 
adding another star comedian, Bobby Clark, to a new monthly 
TV show series which started Oct. | 

Approxumately one-half of the Frigidaire series will be a con: 
unuation of the Bob Hope shows, amilar to one telecast from 
New York on September 14. Bob Hope has already scored three 
TV successes for Frigidaire and has one of the largest followinzs 
in fandom. Alternating with the wereran comedian will be a new 
revue type show starring Bobby Clark, who us appearing for the 
bret time on television This show will be produced by Michael 
Todd, one of Broadway's most successtul producers. Currently 
Mr. Todd uw producing and Mr. Clark directing the comedy in 
the Broadway hit, “Peep Show.” 

Cagar-pufing Bobby Clark, whose painted spectacies have be- 
come classi, made his TV debut on the opening program. Top 
ping his cast were motion picture star Joan Blondel! and Sig 
mund Romberg, tamed composer, conductor and pianist, plus a 
sparkling Todd-styled girl revue 

Messrs. Hope and Clark, two tavorite laugh-makers of long 
standing, will each head a parade of top-flight stage, screen, radio 
and TV stars who will participate im the colorful new series of 
shows. The Frigndaire programs will be telecast ower the NBC 
inter-connected network at & P.M. (EST) every fourth Sunday 
Each show will be telecast later to those stations not equipped 
with cable facilities 

The new tumespot tor Frigidaire is part of a Sunday night 
line-up arranged by NBC. featuring on successive Sundays such 
entertainers as Eddve Cantor, & Lewis, Fred Allen and 
capped by the Prigudaire show 


USDA TO SELL MILK SOLIDS TO DENMARK 
Arrangements to sell 44,092,000 pounds (20,000 metric tons) 


of Government-owned nontat dry milk solids to the Gowernment 
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TOWN CONTAINER 


Model “AS” 


Idea! for retell deliwertes of ICE CREAM, thu Town Contemer & 
ruggedly constructed for long serve. 

lnede commtruction comets of on amd water metal gal- 
construction of or metal pamted 
aluminum, water and as ght. 


( omtact for ferther detads and prees. 


TOWN EQUIPMENT CO. 


221 West Georgia St., Indianapolis 4, Ind. 


of Denmark are reported by the U. S. Department of Agrcul. 
ture. This quantity, for use an anunal feed, will be obtained 
trom the oldest stocks wm the Government mventory 

As a result of this transaction, the Commodity Credit Corpor. 
anon stocks will be reduced to about 315,000,000 pounds out of a 
total of about 660,000,000 pounds bought for price support by 
OCC during the past 18 months. 

Prior to this, sales for export totaled 246,000,000 pounds, do 
nanons for export about 27,000,000 pounds, and distributions tor 
domest uses about 26,000,000 pounds 


VENDING CONVENTION PLANS COMPLETED 

Members of the 1950 convention commuttee of the National 
Automatx Merchandising Assomatnon have completed plans for 
the association's annual all-vending show. The event uw scheduled 
for the Palmer House, Chicago, November 12 to 15 

Ernest H. Fox, Presdent of the Austin Packing Company, 
Balmmore, and chawman of the 19S) convention committee, re 
ports that the convention program will be “geared to the times.” 

Mr. Fox said, “Vending is facing a cris. us becoming 
creasngly difheult for an operator to make a reasonable proht 
due to the mreasng costs of production and distribunon of 
vendable merchanduwe. We at N.A.M.A. want to help the opera. 
We are planning our convention 
program with these things in mind.” 

The [5th annual meeting of N.A.M.A. will open on Sunday 
morning. The morning session will consist of the yearly report 
on the association's activities to the membership, a talk by a 
nanonally-known speaker and the report of the nomimating com 
mittee on the elecnon of members to the N.A.M.A. board of 
directors. On the completion of the morning session, appro 
priate ceremomees will be held at the opening of the exhibit 

Mr. Fox im commenting on the Sunday pornon of the conven- 
thon program said: “This will leave convennon business sessions 


tor prepare tor the future. 


on the other three days open enmrely to answering squarely the 
problems that face automatic merchandising today.” 

It w also planned to hold open sSsIOMs an specialized types of 
vending on Monday and Tuesday evenings-—-November 13 and 
14. “The commuttee,” sad Mr “wants to be sure that every 
vending operator will find his specialry cowered by the convention 


program.” Derails om the program will be announced in the 
near future 


PROCRAM SET FOR PLANT 
MAINTENANCE CONFAB 


An program of plant maintenance techmques has been 
tor ducusmon at the Plant Mamutenance Conference to he 


Fox 9 
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held wn Cleveland wm January. The conference will take place 
during the fret three dave of the Plant Maintenance Show, 
January 15 to 14, 1951, at the Public Auditorium m 
Cleveland 

Four general sessonms will be held for all wesitors and eight 
sectional conferences for executives and engineers with special 
ved problems 

General conferences will wart with a ducusion of preventive 
maintenance. Ar thus seaman, speakers will ducus imepection 
procedures and frequencies, records and reports, and training 
personne! for mamtenance work. The group will then divide 
tor four sectional meetings on maimtenance of electrical equip 
ment, mamtenance of power plant and heating equipment, maim. 


DUNN’S 


ICE CREAM 


Still... 


the best stabilizer 


Please see us at Booth 365 


Over 70 Years of Continued Service 
to the Ice Cream Industry. 


Thomas W. Dunn Company 


THE DUNN BUILDING 340 PEARL ST. NEW YORK 7, NY 
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meons Prince Castle, 
makers of Dependable MULTIMIXER, 
the only mixer with professiono!l™ 
no brushes of commutator 
to go bed. For better service 


yeor-in, yeor-ovt 


with practicolly no repos 
THE TREND 15 TO MULTIMIXER! 


the trend is to PC. 


Prince Costie mokes the 
PC. Server denonng 
PORTION CONTROL, PREDETERMINED 
COSTS and PROFIT CONTROL 
PC. Server cuts like © knife, 
elimunathng dipping losses. 
Follow the trend... don't dig 
CUT A PORTION 
OF ICE CREAM 
with PC SERVER! 


Prince Castle 
Sete Dee. 
le Sole. Wocker Chicoge 


tenance problems of the wmall plant, and slecnon and mam 
tenance of lighting equipment 

On the second day, the general sexmon will be devoted to of 
gamwanon and management for mameenance. Tha discusson 
will uwelude mauwtenance costs and thew control and budgeting. 
meentive payment of maintenance workers, and planning and 
whedulng maimtrnance operations. Four sectional conferences 
then will comuder specialized maintenance tor chemical plant. 
paper and paper product plants, food processang plants, and meta! 
working plants 

Om the theord day, the Amerwan Somety of Laubricanon Eng: 
neers will conduct a pane! on lubrxanenm. Another general ses 
son, devoted to plant housekeeping wil! take up painting and 


decorating 
ICE CREAM FIELD IN BOOTH 235 


lee Cream Preto will occupy Booth 235 at the 17th Dairy In 
dustries Arlantx City, New Jersey, trom October 
16 to 21. Visitors to the giant Show are cordially united to drop 
um and chat with the publication's staff members 


DR. ENCLAND ON “HOUSEKEEPING” 

Dr. C. W. England, Director of Research tor C. Y. Stephens 
Dairy and Poultry Industries, Washington, D. C., producers ot 
High's Dairy Products, and fermer President of the National 
Association of Retal Ice Cream Manutacturers, recently ex 
pressed some pertinent opumons on “good housekeeping” in the 
we cream plant. These remarks were published in the Septem 
ber 22 wsue of Ideas and Conrral, NARICM periwdical. Said 
Dr. England 

Good housekeeping has been defined as “the condimon through 
out the plant which relects utmost cleanliness, perfect orderliness, 
and pride of workmanship of the hnghest order.” It refers to 
keeping the plant, equipment and surroundings clean and order 
ly with a place for everything and everything im its place It also 
applies to a standard routine and orderly tashion of plant man 
agement that resules in the efhcient producnon of a uniformly 
high quality product from day to day. It has been said that a 
peck at the plant manager's office reflects plant housekeeping 
methods. Experience bears this out 

Most «xe cream plants are local concerns. If they are pro- 
gressive they invite groups for plant tours. Thus, the state of 
housekeeping soon becomes public knowledge and consumer 
confidence can either be gained or lost by conditions observed on 
these tours 

The following recommendations will aid in maimtaining good 
housekeeping methods, berter sanitation and a more efhcient 
operat 


|. Avo having tools, brushes, brooms, etc. attered around 
the plant. Provide a place for them and keep them in 


their place except when in use 


2. Keep all hose couled on hose rack at all umes except when 
use 

}. Promptly repair leaky water and steam valves 

4. Promptly repair water and steam leaks pipes or fittings 

5S. Promptly repair leaky sanitary pipe lines 

a. Grind im valves 

>». Sweat on or replace terules when broken 


6. De not permit any employee to hammer any sanitary pipe 
httng Prowrde proper wren hes 


Repair detective equipment promptly 


Repair rei rigeration valves when necessary 
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Promptly replace burned out lamps 

Keep fruit and flavor room clean and orderly 

Keep floors tree of mix, trogen products, frusta, etc. by 
prompt washing. Also maintain dry floor as possible 
during manufacturing hours 

Avoad slippery floors, platforms and steps 

Keep walls atid ceilings clean 

Keep hails and stairways clean 

Keep windows and alls clean, both outmde windows and 
windows of partitions 

Keep todets amd locker roams clean and orderly and sup 
plud with soap and towels 

Keep hand- wash anks clean and prowide towels at each 
sunk 

Have employees put on a clean uniform daily. Lf um 
form becomes badly suled, have employee change two a 
clean one. Have all employees wear white caps (women, 
caps or haernets) 

Keep engine room, boiler room and shop clean and orderly 
Have a definite schedule tor caling and greasing equipment 
and follow schedule 


Wipe excess grease and a: from equipment after lubrica 
hon 

Keep exterior of all equipmnent clean and polished 

Repaint all painted surfaces as needed, touching up fre 
quently where necessary 

Keep stock room or warehouse clean, orderly and provide 
tor proper protection of contents 


Avoid contaminating the fimshed product by observing the 


with whuch the mua product may come m contact. 
De noe touch with che hands the inside of any com 
for the product. 
«. De noe allow the hands t© come in contact with the 
mus oc trashed product 
d. Thoroughly wash hands after each wuat to the toabet. 
Lise care im filling packages to assure they are full, prop- 
erly closed and clean 
Check on kind and amount of washing powder used for 
each job 
Check an proper method of washing each equipment: item, 
wwiuding use of proper brushes 
Check on peaper methad of equipment. 
Keep plant tree of insects and rodents 
Keep «reen doors closed and spray with DDT solution as 
often as necessary during fy season 
De not permit smoking im the plant at any time. Keep 
“No Smoking” agns posted 
Keep plant surroundings tree fram accumulatnons of rub- 
buh, refuse, unused equipment, ete. Keep yard clean and 
onderiy 
Make sanitary imepection of the entire plant and each 
equipment item at the end of cach day's work, (by man 


aget ot foreman) 


Keep plant, equipment, raw materials, product, surround 
ings and employees’ appesrance and behavior as if you 


were expecting an umportant delegation on a rigid inspec. 
them tear 


Proper employee traunung and eternal vyplance probably always 


will be necessary to constantly maintain the ideal in good plant 
house keeping 


tollowing precaunons 


a De not touch with the hands any sterilized equipment 


PIX-LITER MERCHANDISER 


uarantees 


10% SALES 
INCREASE! 


that con be created of 
ore te these Hepertent cates by 
ond «pectelties te thete im «ff thete 
whick whee berblighted, become sales of stove how 
even with becblighting «ff. Merehendices comstete of Pin te 
plastic treme: plas Berar pemet Attexhes te moments Spevtel 


ond 2 


“ th 
PUN 


See for yourself 
at the 
Disa Show 


Meke Booth 1269 your heedquwer- 
ters for selling and merchendisng 
ideas 


WM. MELISH HARRIS ASSOCIATES 


52 Vanderbilt Avenue, New York 17, M. Y. 


oor complete of 
ond be cure te the showing 
of « Werrte | 
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AUCUST ICE CREAM PRODUCTION DOWN 7% 

August «we cream production in the Unied Sates, estimated 
as 62,430,000 gallons, was seven per cent below the production of 
August a year ago and was four per cent less than the 5-year, 
1944.48, average for the month, the Bureau of Agricultural Eco- 
reports 

Production gained two per cent comtra-scasonally between July 
and August. The w im contrast to last year when a seasonal 
decline of two per cent occurred, and an avecage drop of mn: per 
cent was reported between July and August im the S-year period, 
1944.44 

In the first exght months of 1950, production was down hve 
per cent from the same period of 1949 and was down four per 
cent from the 1944-48 average tor these months 

The burterfat content of we cream made in August averaged 
i2.1 per cent for the country as a whole, the same per cent as in 
July and the same as a year ago. August average tempe-atures 
were below normal in most of the important interior porneon of 
the country, the same being true every week of the month m 
most of that area. Average temperatures were abowe normal in 
much of the Northeast and the Atlantic coastal region, a strip 
along the Gulf of Mexico and im most of the West, mostly due to 
high temperatures during the final week of August 

Increased production from August last year in the Mountain 
and Pacihe States was move than offset by decreases in all other 
regions. Colorado was the only state in the West which reported 
a decline. Production was down eleven per cent in the North Ar. 
lant Region where substantial declines of nine per cent or more 
were reported tor all states. The major ice cream producing 
states of New York and Pennsylvania indicated losses of eleven 
and nine per cent, respectively. Decreases occurred im all states 
un the North Central Regions of the country. Output decreased 


> 
bed 


lee Cream 


4 
: 
° 
3 
Toe REAM Fietp, O tober 
q 
a 


sugar cones 


SUGARSHELL. the “Oookie 
ef the Cone Industry” Sell 
faster because they taste bet 
ter SUGARSHELL Cones 
are your biggest money mak 
ers Because people ook fer 
Sugar Cones 

paste rest”. warre 
FRR rom 4 OF THe 
You 


FORREST BAKING CORP. 


£030 WEST LAWRENCE AVE. 
CHICAGO 30. ILLINOIS 


STABILIZERS 


For Frets fer Ripples ter mating Pudge 


The Standard for Over 25 Years! 


BALCH 


COMPANY 
1309 ADAMS STREET PITTSBURGH 12, PA. 


eleven per cent m the East North Central Seates and fourteen 
per cent in the West North Cenrral. Changes m the South Ar 
lantic Seates were mixed, but the region as a whole indicated an 
average decline of 2 percent. Production was hve per cent below 
August last year un the South Central Seates, with only Oklahoma 
The mereases im the Mountain and Pacthe Re 
gions were thirteen and hwe per cent, respectively 

lee cream producnon thi August was below the Swear, 1944. 
4%, aveage for the month in all regions of the country except the 
North Atlanne and Mountam. Gains in New York and Penn 
sylvama, of mine and one per cent, respectively, were more than 
sufferent to overcome losses in the other North Adantic Srates 
and that region had an increase of | per cent. In the Mountain 


showing a gain 


COLAM, CARE. FTC 


Mere s 4 feet of proven soles power thot s 
tops in volve, performonce ond price! + 5 
yeor refrigeration worranty * 5 year food 
sporloge worranty Eze Side Thermopane 
doors Famous Coldin Gvorontee 


wart 
COLDIN CABINET CO., inc. 


2800 Webeter Ave. 
New Tet 36. 
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States, production increased therty per cent despite a decrease mm 
Colorado. Output was down three per cent wm both the South 
Aclantx and Pacthe States. Caltorma’s production decreased 
per cent. The Central regions reported greater lowes-—nine 
per cent m the East North Central, elewen per cent im the South 
Central, and thirteen per cent im the West North Ceneral 

Production of sherbet um the Unwed Seates during August was 
esumated at 2,100,000 gallone-—-twelve per cent more than the 
Auquet ourput last year but fity-two per cent less than the }- 
year, 1944.48 average for August. Sherbet output dropped five 
per cent between July and August thus year, compared with a 
hwe per cent seasonal decline a year ago but an average advance 
of two per cent in 1944.48 


This year Harrison will bring 
a mora powerful quid con 
centrate of higher solids 
content to the DISA show 


The NEW concentrate makes 
possible fess masaturs in the 
mix and results coffee 
flavor coal per 
gallon finshed ice cream 


® Come wad with us and sample 
Hernson s coltee Mavor 
<e cream 
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made ESPECIALLY FOR ICE CREAM 


TRUE FRUIT 
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40 $. tes Robles: Ave., P 


THE PARKERS REPORT ON HAWAII 


Barney Parker us ome of the three Parker brothers (1. C. and 
}. T. Parker round out the trio) who own and operate Drum. 
stick, Inc. franchisers of Frozen Drumsticks and Mr. Big Ice 
Cream cones. He recently took Mrs. Parker on a combinanon 
business and pleasure trip to the Hawauan Islands, where he 
witnessed an almost unbelievable counadence 

With Aaron Marcus, President of Dairymen’s Associaton, 
Led. and Vice Pressdent of Creamenes of America, the Parkers 
flew from Honolulu to Hilo on Hawau—“The Big Island” 
which gives its name to the cluster, and the home of Mauna Loa, 
the eve-hilung volcano spectacle. 

They were met at Hilo by Robert Mowat, Manager of the 


ECENT visiTorRs te were Mr. and Mra Barney Porter 
sed Mr. and Mrs. J. T. “Stubby” Perter, off of Drumetict. lnc. Fert 
Werth, Tenses. 


Pile, branch of Dewymen’s Mauna Los 
had put on one of its bxggest shows four days before the Parkers 
made thew Leaving Milo, the party drove mules to 
a spot where a great bubbling riwer of fre had poured down the 
mountain and sent a stream of laws therty feet high across the 
baghway 

The Parkers at the of some shoes, not to mennon 
feet, with twpecal curmomty of towrets, climbed ower the lava mas 
whech was still burning at epom. In an of of thes sort of 
sag het soe ing they were two of the mont hedragg led. hettest, moet 
thorety waeters the Islanders had ewer When they hed made 
thesr descent to the place where they had parked thew car another 
vehucle was of 

lt was lieth crack, pasted snow whete, manned by « 
natwe om a spotless white jacket wha, upon apying them, yelled 
alcano plenty hot, Mer Hig plenn 
cold” 

The man was an we cream vender and was peddling Mr 
Parker's product, Mr. Bag lee Cream Cone-— 9500 airline miles 
trom the home base at Fort Worth, Texas 

“And vou don’t think I lowe Plawan that expenence’” 
commented a pleased Mr. Parker 

Mamiand we cream manutacturers, Mr. Parker learned, can 
proht by the enviable record of the mdusry on the Islands 
There are «ven we cream manufacturers Monolulu and seven 
others scattered ower the Islands. An asocianen of the plants 
wn Honolulu are mght now conducting an ambvnous instunonal 
advertuing campaign, tnanced by prorated assesements on 
gallonage base 

Unnl this association was formed there was no central clear 
ing house for esmmates of we cream consumprnon 
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Yearbook Catalog 


Advertising Displays and Material 


fend 
& 

(wiver Mian 
Adrian. Mick 
Wa New Yer iY 
Middle Wes Sealer Co 
Mire Predacse Coe. 
Merwe Loe Angeles Cali 


Sen 


Anti- Oxidant 


~ Lemp. Cheage. Th 
The o Ce. New NY 


Cutters 


Anderson Bree Mig Ce. 
Mejenmer Bees Co. Iii 
Cabinets 


Ace Calumet Ce. New Redford. Mase 
Anheuser lav Se. Lewes, 


Motors Seles Corp 


Nach 


Mig Ce. Lewes Me 
Ree Products Pe 
Retrigeretion Corp of Amerwa, Albion. Mich 
Aves ( ove 

Inve. Minn 
Weber Showcase A Co. 

tai 


Les Angeles 
Rapeds, Mich 


Cabinet Superstructures 


Wee Meleh Perris Acco ¥ 
Middle Wee Sealer 


Cabinet Lids 


Sevege Avew Carp. Y 


Cabinet nits 


Corp 
Owe 

Marte Cal 


Lewes Me 


182 


Can Nolders 
Peeducts. 


Cans, Ice Cream, Paper 


Lily T Cerp. New 17. Y 
Merrs Paper Mille, Til 

Netione!l F Bes Ce., Maven, Cone 
Sesinnght Ce vhen, Y 


Chocolate Products 


thewelete 
Belch Plewer Co 


Wee 


Milweubes, Wis 

_ New 15. Y 
Hungerterd Seth Co. Rechester. 

on leer Checetate Corp. Jersey Cay. 

Wilbur Secherd Co. Inc. Less, Pa 


Cleansers 


theew &2 Ce. New Yours. N. Y 
Co. New Yerk i” 


Y 


Colors 


A Ce. New York N Y 
Cheese! Co. New Yors, Y 


Cones & Cups 


Ine. Feet Werth, 

Piere-Tep Cenes. All Cups. offices mm 

Pervest Corp. Chicago, Ii! 

Rabing Corp. 16, 

The Sefe T Cone Co... Chicage 16. 


Containers, Paper 


Amernen Peper Co 
Bree Newark, * 
Can Ce. New York, Y 
Cup Ce. Po 


New 17. NS Y 


Corp. St Lows, Me 
lely Tele Cap Corp. New Vor’ 17 NY 
Merathen Cor 


Newly Weeds Ce. Th 
Co. ™ 


Sutherland Paper Co. Relemarce, Mich 


Dairy Equipment 


( herry Barcel! Cae 
(henge Equipment Corp. 


Mtg. Co Pe 

Liewd New York. 
Mie Ce. Lee Angeles. Calf 
Reese Co. 
New 


Cheage. 


Y 


Dipping Tanks 


© 


Abion Le. 
New Eng Vending Webeter, Mave 
Windber Equipment Co Po 


Dry ice and Refrigerants 


Carbees Corp.. Checage 21, Til 
Matheson Corp. New Yorh 17. 


Dry Cutters 
Mig Co, Milleede. 


Bali & Co. tne. New Yors. NY 
Seitt & Co. Cheeage 
Preduces Dee. New 17. 


Fillers, Package Machines 


Anderson Mig Co... Rechterd, Ili 
Coe. 
Cherry Barrel! Corp. Checage Til 


4) Corp 
Fulton I. 
Redi-Serw. Ine. Chicage. 


Flavors, Fruits, Nuts and Extracts 


Alpha Aromatics, Inc. Y 

Amerwen Feed Inc 

Beren Dee. Linden. 

Aweorted Nutmests Co. Pe 

Avion's Plewers, Mase 

Balch Plewer Co. Pittsburgh 12. Pe 

Beck Vaeniile Products Co. Bast Se. Lows, 

Blenke-BReer Far A&A Pree Co. 

Rewer's Inc. Chicage 10. 

Beoen's Prosted Foods 

Ripe Fran, New York. 

M. Ceortiess & Philedetphise. Pe 

Cettege Grewe Net Co. Sen Jose. Calef 

bastere Paper & Box Co. Beeston. Mase 

Co. Breetive. Y 

Fenn Bees. Stews Faille, S. D 

Pleresveath Ine. New York. Y 

feed Materials Corp. Til 

Peete & Jenks Jackson, Mich 

Garden of the Setnmg Sem, Meces, Calif 

Ovens Park. Y 


Bresilya 


HMilleen Net Ce. Cleveland. 
Mig Co. Chicago, I! 
lee Cream 
OA. Ce. 

France Kelloggs Co 


auhee 2. We 
Kehnetemm A Co 


Chicago 14. 


Deved Muchos! & Co. Pa 
Nertheille Ine. Nerthwille, Mich 
Coe. Werth Tease 

Charlee A. Peterson Coe. Cleweland, 
& Schwere. lace. New VYors 14. 
|. Memgerferd Sauth Co 
The Steanterd Pree Preduce Co. Cimctaneti 
Standard Vanilla Co. 
Chemica! Co 
Inc 
Deare Ca.. 
Weed & Inc. New N.Y 


Ter Fretp, October 


4 
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4 

. 
The Weiler Co. Philedephis, Po 
argh, Pa ts 

Biamenthe! Berechers, Philadeiptus 17. Pa 

Bates Brooklyn. N.Y 
S Gompert Co. Park. Y 

eas 

4 

Metsieere orp. Breetiva, NY 

KartKeld Co. Grand Rapids. Mich 
#9 
Le Crease Caster 1 a ft 

i 


Flavored Coatings 


Amerwan Corp. New Yours. 
tae. 


fountain Accessories 


} 


Ce 


breezers, Ice Cream 


Mie Coe. York. Pa 

Cherry Barrell Carp. 
Creamery Pechage Mig Checage 


Hardening Rooms 


Reng Co. Mina 


Homogenizers 
Cherry Corp. Chicago. 
Creamery Pechage Mig. Co.. Chicago 


Derry Equipment Co. New York. Y 
Bag Coe. Lt c.. N Y 


Improvers 


Seles Corp. Pitehurgh Peo 
Co. New York NS Y 
Meeeeh Coe. ine. New * N Y 
Preductss Dee. New Vous 17. Y 


Insulated Kags and Liners 


Dedding Co. Reston. Mase 
Bees. lav. Boston, 


Milk Products 


Hewes. ond Co. New Y 


Mix, lee Cream 


New Pe 


leew Freip. October 


Where 


To Buy It 


Novelty Equipment & Supptics 


Beed & ine. New Yous. 


Packaging Machines 


See “Pullers 


Paints 


Mig Coe. Me 


Refrigerating Equipment 


Cherry Barrel! Corp. Ohicage, 
Cepelesd Corp. 
Creamery Mig. Co.. Th 
King Co. Mine 

Merle Cail Ce. Lewes, Me 

Reve Products Corp. Philedeiptus, Pe 


Sandwih Wafers 


Empere Dee. S 


Shoulder Boxes 


New Englend Co. Mace 


Soda fountains 


Ace Corp. New Bedford. Max 
Amderson A Wagner, Loe Angeles, Cali 


Mig Ce. S Loews Me 


Spoons, Sticks 


loke Melhefieed Co. Milford. Del 


Stabilizers and | mulaitiers 


Corp. New Yous 1. Y 


Y 
Mell Ce. New & YF 
Co. New 


Sugar, Corn 


Ce. 


Sugar, Liquid and Refined 


Track Bodies 

Berry & 


Ce Pe 


Vending Carts & Cycles 
Acorn Sheet Mig. Co. 


ortemen ( Co. 


Wet 
Coram Cc. N.Y 12. Pe 
Melt. Tulse, The Newty Weds Bching Co. Chivege, tne. N.Y 
epertyece Ce. Cotumbas, O ond, De Po Co Part. New ¥ ae 
whe 
Castle Seles Ds hes onde Co. Cheage 
i 
Shere Mochine Co. New ¥ & Co, New Yat. 
Tee Corp., Los Angetes, Produste Co. (Revere. 
Mixer Co. Lae Angeles. (ale 
| 
a 
apeds tabemet Ce. 
PP 
3 
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FOR SALE 


plete wth condememg eres, 4 


WAlker 3.7795 


POR SALE: One Pure 


Phase BO) & 2600 


Rump Pump, One 
1145 RPM. 2 phase, 220 » 


Pree 575,000 Wreee Bos 


menufecture 100 we 
pound 
ODDO. store 
week, route 10) stops, 
three trucks, retiring 
Apple Co 
Puchd Ave, Cleveland, Otuo 


Classified Advertisi 


‘eam mache new Used only 
ome season Complete with filmg tor W eshers 
fevers and single favor Priced right Leguon 


kee Cream Co, 4251 Seate Se, Chicago, Machinery Carp. | E. 42nd Sereet, New York, 


FOR SALE: modern profusble 
whelessle milk ead we on Wee 
= Annual sale appremmately $500 000 OO 
fies low 19 W 44ch 


POR SALE: Sweden le (roam com lew Cin 


quart 


pacity, brand mew m crates Also 21060 Tay POR SALE: 0 Gal Pleudle S 
ioe on @ gallon hardenmg Very low cml 100 sand 100 ga Reend S 
Alse 6 toot Foeuntam $195 00 alee 100 Geral Cherry 


qeert Emery Thempen Expansion 
Freezers; 7) to 1900 gal Hemegenaers o 
Automat Vewolieers; S Cabenet Coolers 
each 72 cubes high Fillers, Beetle 
Churns, Pans, Pumps, en 
were your requerements Lester Kehoe 


FOR SALE: One Bump Pomp and one FOR SALE: Contectonery Store Pandling 
GR Mew drugs, sundries, magarmes, fountam and 


Bes 325, kee Store, Pagosa Springs. 


19 W 44h Se N Y Y ( ade 


POR SALE: Mik and we cream plant located FOR SALE: Two retrigereted cream 
m Yearly sales $200 wuk bodes 1000 gallon and gallon 
23, low Capacty, equpped with cold plates and | 
Pmo, 19 W 44h Se N Y IAN Y MP of without 1946 Ford 


Tom (hess Reply Bea 331, Ice Conan 


POR SALE: Dairy Creamery kee Cream New 19 W 44th Sereet, New York City 
Medern equipped plant, Fetabluhed years. 


‘team manth, POR SALE: & Cushman vending mcoters 

butter menth, goed running condinen--$200 00 each Also 

sales 600 and “34 Dedge ten wending trucks woth 

wholesale new dry we bodies, “37 Chevrolet vendimg truck 

sell complete, and Made A Ford with body Will sell cheap 

Brokers, 1816 Dream kee Cream Co... 61] Erie Ave. Niagara 
Falls NY 


Quality 
ICE 
CREAM 


-FFLAVORS 


and don 
forget..... 


MACARUOUN 
CAUNCH 


for topping bars and 
rolls and as an in- 
gredient to make maca- 
roon ice cream 


22: STATE STREET 
BOSTON @ MASS 


CHOCOLATE 

FUDGE 

BUTTERSCOTCH 

FROZEN PUDDING 
ORANGE PINEAPPLE 
BLACK RASPBERRY 
ALMOND BUTTERSCOTCH 
BUTTERED PECAN 

and OTHERS 


your product, 


utility 


monture 


H. A. JOHNSON CO. 


128 MACQUESTEN PKY.. S. 
MT. VERNON N.Y 


A GOOD BRAND IS WORTH 


"“PROTECTING”’ 
MULHOLLAND DUBL-STRENGTH 


SINGLE. PAK SPOONS bring the cost of sanitery protection for 
brond end nome, ond creation of losting 
REMEMBRANCE for itn superb qvolities TO A VERY SMALL 
FRACTION OF A CENT! And in this dey of increasing compe- 
you NEED this bind of proven odvertinng imvestment. 


SINGLE PAK. SPOONS ore in o by themselves for quolity 


@ Use either end as the bow!——semi-pointed bow! mokes 
them easier to insert in “hoard” ike cream. 

@ Machine courted in strips eliminotes extra hendling 
end weoste. 

individve!l «repping protects ageinst dust, dirt ond 

_. ee@sswres the customer of your interest in 
his heolth protection. 

Stronger then conventions! types, they're WIDER 
at the weokes!t pont 


for complies aad or our No. 417 
tay, Nee 


FOR SALE: One weed Remhaerds contection 
freemmg tank |] meld two row 
wee, on long, extra cow for 
chilling $700.00 Bea 335, Ice 
Fano, 19 W 44th Sereet, New Y ord 
aN OY 


POR SALE: One all metal confection 
tank 18 mold size--three tows 
wide, trevs long, entra tow tor 
chilling Tenk used short duranon 
only Practwally lke new Excellent condition 
$1400 00 Bea 335, ice Fano, 19 W 
44ch Sereet, New York 14, NY 


POR SALE: Small «e cream plant wholesale 
and busmess Annual gallonege approx 
mately 15,000 Plant capacity capable produ 
oma © to 75.000 gallons, and one retail sore 
steractwely and medern equipped. Arranged 
tor seatmge and curb serve Exceptens! 
eppertunity leated m Western Michigan 
Large Reasens for selling, other busines 
Seuth Cash o can arrange corms. Write 
Ree 334. lee Fano. 19 44ch 
New York 14. N.Y 


FOR SALE: Coembmanen market and 
«oe cream plant, and all necessary equipment 
establiched m 1900 Excellent locaton 
the Seuth Serde Creamery Co. Sarda 
M 


HELP WANTED 


HELP WANTED: Salesman With follow 
mg ke cream manufacturers, to represent 
nationally known frm selling to Ke cream 
manufacturers Scrong promotional line backed 
by edverteing Boar 516, Ice Canam Fimo, 
19 44ch Se. N Y N Y 


WOODEN 


SINGLE 
-PAK- 
SPOONS 


Jerseys, October 1621, 1930 
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OPPORTUNITY WANTED 
kee Man Seeks 
Busemess 
1} Years ACTIVE woth bee Cream, one 
Selling, Art and Tepe werd: per 
Some (College 


management of Weikh Co 
the mame of MeCarthy Free Prod 
wm Ce 

Charles for many veers hes been 
the maker of unusually 
quelty feed ther ore aid 
throughout the world Charlotte (Charlie 
quabty preducts and mtends to budd Mi 
Carthy Feat Products co « somiler 
m the we crwam Gevermg 

We are mterested emmedestely emptor 
mg «statiished saleamen eith proweble per 
termance records the Remuners 
nen epen We want men whe produce 


Personal tix atroms 


Young, Neat, Aggresewe, Goad Appeerance 
Presently emplewed ree chodren Know thoroughly Learned the hard 
way Will comender all offers 


Wree Bow leew Pane, 19 W NY 


Ome of the will be pleawd mee 
you anywhere m che  ountry 


McCarthy Fruit Product Co. 
1715 Church St., Evanston, Ill. 


HELP WANTED: adwertued 
concern desres man to sell ther processed 
trusts end extracts to the we cream 
account Seweral chose terrtenes open 
Boe lee Fano, 19 W Se. 
N Y 14.N. 


HELP WANTED): Sideline Saleeman—To 
sell emulsifiers to mix manufacturers. Get 
in om the ground floor of a recent discov 
ery by one of the larger chain manufac. 
turers. Bow 419, lee Cream Pield, 19 W. 
44th Se, N.Y. 


HELP WANTED: Saleemen and brokers 
wanted to represent manufacturer of we cream 
camdves, Liberal commusson Gurley Chocolate 
Ce. 1600 ted Sereet North, Minneapolu 1). 
Minn 


HELP WANTED): Salesemen: See our unique 
new products of our complete ime of frosen 
neveity supple: See cur advertisement on 
page 100 Veet our Booth 71526 at the DISA 
Cenvention to with Mr Hoeflman 
Mr Elliman, chowe territories awailable 
Co, 360 Furman Sereet, Brooklyn. 
New York 


HELP WANTED: A famous gelatme manu 
tacturer seeks expervenced sales representatives 
im Boston, New Orleans, Los Angeles, and San 
Francesco Eachuseve representation om outstand 
img lene and hughly lucranwe oppertunity. Our 
entre organization knows about the ad Write 
m strictest conhdence to Bow 132, Ice Canam 
19''W 44th Sereet, New York 14. N.Y 


WANTED TO BUY 


WANTED TO BUY: Automate lke Cream 
Package Machine Automate Feeder 
The Equipment muct be up to date and m 
pertect condition Bruder Dairy Centers, Inc 
10708 Supenar Ave, Cleweland 6. Ohw 


WANTED: 100 Gallen Vogt kee Cream 
Freezer Ice Cream Inc. 2702 Park 
Ave. St Lows, Missour 


RATE mechinery, equipmest end sup- 
plies for sale or wanted te bc « 
word [including eddress) for in- 
sertion, help end positions weeted, 
word (including Bold fece 
type dowble requler retes. Minimum 
charge $1.00. 


Ice Freto. October 
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Assorted ( 
Atlee Mig. 
Mig 
( 

Pleven 

Belch Plewer 

& Baile 

Badly Co 

Beer & Pree 
Beathers ( « 

Read thepters 

Preetivpa 
Brews + Preeted Peed: tne 
ferteame Co 

tery Maple Suge: Co 
Burrell Corp 

M & Ce 
Nee Co 
Mig Co 
Culver | Cae 


Index to Advertisers 


~7 Or 


| 
pect al stons 


Sweet Cherries 1600 count @ Bleach Cherries @ Minced Cherries 
Glece Cherry Pleces @ Cream Strawberries @ Banene 
Puree @ Orange Pineapple @ Rum Raisin @ Chocolate Flavored 
Fudge @ Newelrode @ Pure Vanilla Black Walnut Flavor 
@ Butter Pecan Base @ Fruit Purees (all Plewors! 


Feeturing the most comorchensive lime of fruits and tlavors 


FOUNTA 
SUNDATS AT 


Netionally edvertised 
6 os. tewit end nut 
teppings ter tee 


EADY TO Weve Creem tie-in soles. 


DAISY BRAND 


See us 
BOOTH 269 


Soda Fountain Fruits 
For Retad Sales 


DAIRY 
SHOW 


DIVISION OF AIRLINE FOODS CORPORATION 


Minneapolis Minn, @ Linden New Jersey @ Lewisville Ky. 


1&6 


MAX AMS—H. BARON 


Dues. & Co 


( 


Kellogg Co.. France 
Reveteme Wagon W orks 


Marte Cail Co 

Maerviend Co 

Co 


Moers Paper Melis 

Merse Ime 
Muthellend Ce. HM 
Muthellend Harper ( 
( or 
Pectm Preaducts (Co 
Neleon Mig Ca. 

Neo Photo 

Newly Weds Babine Co 
Neordwgerd ( orp 

Nerthwitle 

Otte Advete Co 
Pengbern Co. 

Perker Varia Products 
Peterson Co. Chas A 
Phemis Sede Peursem Co 
Pelek A Schwere. 

Prime le Sales Dew. 
(uaker te 

Reve Products Divison 
Refined Syrups & Sagere. Inc 
of Amerie 
S$ & S Cone Corp 

Sevege Aran (Corp 


hime Corp 
South Seles Co Hungerford 
© 


Sutherland Paper ( 
Theemacete Co 
Thempecn. Emery. Machine A Supply Co 
Tews Poewement (Co 
Vaemelia 
Ven Leer Checelete (Co 
Vende Corp 

Verges Deore o 
Equipment. 
Weller Co 

Wherte Whee 

W ( hax olete 
Wiener Mie Ca 

A Selut 
Weorkemen Co 
Youre Ce. 

Ceo 
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DAIRY INDUSTRIES EXPOSITION 
Atlantic City * October 16-21 


FILLING, PACKAGING and NOVELTY MACHINES 


New Features...New Models 
A complete line of filling, packaging machines, and novelty 


equipment for handling ice cream and practically all types 


of liquids, semi-liquids, creams, pastes, etc, 
Don't miss secing these profit-makers if you attend the 


exposition ... if unable to attend, write 


for complete information. 


Bulletin No. 10-2. 
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ANDERSON BROS. MFG. CO. + ROCKFORD, ILLINOES — 
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above all others 


ay than by any other stabilizer 
emulsifier. 


Dariloid 
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